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Rough Proofs 


The “Executive” shoe, made by the 
E. T. Wright Company, is being 
demonstrated in dealers’ windows 
with the aid of cakes of ice. If this 
is intended to prove that 1932 ex- 
ecutives are troubled with cold feet, 
the demonstration is unnecessary. 


a 


A correspondent says that ADvVER- 
TISING AGE sees all and knows all. 
Yes, but enly Rough Proofs tells all. 
(Adv.) 


° ? ¥ 


“Spend for the home in 1932” is 
the slogan in a group of building 
publications. The editors evidently 
viewed with alarm the decline in the 
number of marriage licenses issued 
in 1931. 
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Coca-Cola dropped everything 
January 1 to send its stockholders 
dividends totaling $3,500,000. 

“The pause that refreshes.” 
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A mirror manufacturer offers a 
glass for make-up which is guaran- 
teed to increase the beauty of la 
belle femme. Too bad the ladies will 
be unable to carry the device with 
them. 
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The Bernarr Macfadden Founda- 
tion’s new one-cent cafeteria is a 
great success. It is understood, how- 
ever, that it was not intended to 
serve advertising men exclusively. 
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Sharp & Dohme not only tell us 
about the merits of Hexylresorcinol 
Solution S. T. 37, but actually ex- 
pect us to buy it. That’s the finest 
compliment ever paid to a nation of 
cheerful mispronouncers. 
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“The outdoor living-room has be- 
come the fashion,” the nurserymen 
assure us. Now the building indus- 
try can understand why their serv- 
ices are not needed as much as for- 
merly. 
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An outdoor living-room is not only 
relatively inexpensive, but it fits per- 
fectly into the plans for a 1932 castle 
in the air. 
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“In Washington,” says the B. & O., 
“you can stand where statesmen of 
other days have stood, as well as 
meet face to face the powerful men 
of our own time.” 

And you couldn’t blame any of the 
500 members of Congress for feeling 
self-conscious when they read that. 
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The Washington bicentennial pub- 
licity has been remarkably effective. 
It has already brought George up out 
of the basement of the Metropolitan 
Museum of Art. 
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Swift & Co. admit that they have 
improved on a ham which had al- 
ready reached perfection. That’s one 
of the advertising phenomena Prof. 
Einstein ought to study the next 
time he comes over. 
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“Brilliant” is such a popular ad- 
vertising adjective. that it’s begin- 
ning to look a bit tarnished. 

Copy Cups. 


emand Bigger Proportion of 1932 Volume 


A.N.A. MOVES 10 
RESTORE JOBS, 
BUYING POWER 


Working With Legion, Labor 
Federation 


New York, Jan. 15.—Co-operating 
with the American Federation of 
Labor and the American Legion, the 
Association of National Advertisers 
is organizing to stimulate buying and 
restore employment. Advertising 
will be supplemented by the efforts 
of 10,000 local committees. 

Lee H. Bristol, president of the 
A. N. A., and Bernard Lichtenberg, 
chairman of the board, have invited 
Carl Byoir, publisher of the Havana 
Post; J. Cheever Cowdin, vice-presi- 
dent of Bancamerica-Blair Corp., and 
Roy Dickinson, of Printers’ Ink, to 
serve on a directing commission. 

A. C. Pearson, United Busi- 
ness Publishers, will direct the na- 
tional publishers’ committee. Or- 
ganizing other groups are William 
M. Hewitt, president of the Foreign 
Language Field Corp.; Kerwin H. 
Fulton, president, Outdoor Advertis- 
ing Inc., and Frank Casey, artist. 
The committees will include agen- 
cies, the country press, radio, car 
cards, window displays, printers, 
lithographers and others. 

The Legion commander in every 
community will be chairman of the 
local committee and will invite com- 
munity leaders to an organization 
meeting. . 


AUTO LINEAGE. 
SALES, ARE UP 


New York, Jan. 15.—As plans of 
manufacturers, as reported by AD- 
VERTISING AGE, indicated, lineage in 
seven New York papers during Auto- 
mobile Show week exceeded last 
year’s by 22,000 lines, with a total 
of 243,000, only 14,000 lines below 
1930. Sales increased from 10 to 100 
rer cent, according to manufacturers 
who released their figures. 

There was some good old-fashioned 
ballyhoo, reminiscent of the days of 
the side-sshow barker, at the Auto 
Show and the public seemed to like 
it, though some of the more digni- 
fied manufacturers failed to endorse 
this “spieling.” 

The show was featured by numer- 
ous working models, set up and run- 
ning to help salesmen explain new 
mechanical features, 

The only flaw in the show oint- 
ment was an undercurrent of uneasi- 
ness as to what Ford is going to do. 
It was even said some manufactur- 
ers cancelled advertising pending 
enlightenment on this point. 

Official production figures show De- 
cember output 71 per cent over No- 
vember. The industry will send a 
committee to Washington next week 
to protest against singling out high- 
way users for additional Federal 
taxation. 


Macy Gets Views of 
20,000 Housewives 


for January Sale 


New York, Jan. 15.—What is re- 
garded as the most practical effort 
yet made to adapt a promotion ef- 


for.” 
merchandise but 


January sale 20,469 women asked 
Windows displayed not only. 
photographs to 


Getting Views of Feminine Buyers 


fort to expressed desires of women, 
instead of to what someone con- 
ceives to be their desires, was made 
by R. H. Macy & Co., New York, and 
L. Bamberger, Newark, this week, 
following actual interviews with 
20,469 women. 

The event was presented as “The 


prove the interviews were real and 
not mythical. ; 

The investigation was conducted in 
December by J. David Houser & As- 
sociates, investigators. They asked 
women whether or not they would 
buy; if not, why not; if so, what. 

(Continued on Page 11) 


Last Minute News Flashes 


Senate Moves Against Radio Advertising 
Washington, D. C., Jan. 15.—An amended Senate resolution instructs 
the Federal Radio Commission to suggest a plan “for eliminating or con- 
trolling use of radio facilities for advertising,” and to provide data to de- 

termine practicability of Government ownership of radio stations. 


M. L. Wilson to Retire from Blackman 


New York, Jan. 15.—M. L. Wilson, partner in the Blackman Company, 


will retire Jan. 31, 1932, continuing, however, in an advisory capacity. 


is vice-president of the Four A’s. 


He 


Camel Cigarettes Has Biggest Year 


New York, Jan. 15.—Setting a new record, net profit of J. R. Reynolds 
Tobacco Company for 1931 was $36,396,816, compared with $34,256,664 


in 1930. 


Wrigley Buys Million Electric Clocks 


Chicago, Jan. 15.—William Wrigley Jr. Company has placed an order 


for 1,000,000 electric clocks with the Hammond Electric Clock Co. 


They 


will be offered to 900,000 dealers in a combination offer with three boxes 


of gum. 


Old Gold Returns to Newspapers with Verse 
New York, Jan. 15.—Old Gold cigarettes are using 1,500 newspapers 
in their new campaign in verse, placed by Lennen & Mitchell, with illus- 
trations by Barclay. Magazines may be used later. 


WESTINGHOUSE 
REFRIGERATOR 
RAISES QUOTAS 


To Drench Prospects With 
Advertising 


Mansfield, O., Jan. 15.—Rain or 
shine, hot or cold, refrigerator sales- 
men of the Westinghouse Electric & 
Manufacturing Company will be sup- 
ported with the most powerful ad- 
vertising campaign in the company’s 
history in 1932. Likewise, they will 
be expected to deliver the largest 
volume of business ever recorded by 
Westinghouse. 

That describes Westinghouse’s out- 
look on this year of our Lord, 1932. 
It is also the story Westinghouse 
salesmen are hearing at a series of 
sectional meetings. 

The magazines to carry Westing- 
house advertising will be American 
Magazine, Better Homes and Gar- 
dens, Collier’s, Good Housekeeping, 
Ladies’ Home Journal, McCall's, Sat- 
urday Evening Post and Woman’s 
Home Companion. About 150 trade 
papers are on the schedule. 


Newspaper advertising will be 
handled by dealers under the super- 
vision of distributors, based on a 
close study of local conditions. It 
will be aimed at the consumer when 
he has the most available cash—i. e., 
on pay day. 

In addition, there will be a sensa- 
tional three-piece direct mail cam- 
paign, with the recipients playing the 
leading roles in a mystery drama. 
Each piece will have the name of the 
prospect printed into the story and 
the action will be in that home. The 
first mailing will introduce the mys- 
tery element, the second will expose 
the need for electric refrigeration 
and the third will introduce the two 
genial Westinghouse watchmen who 
will typify the “dual automatic” fea- 
ture in all refrigerator advertising. 


Will Train Salesmen 


Like most of the others in the in- 
dustry, Westinghouse has rejected 
the 25-cent a day idea for selling re- 
frigerators and is going to substitute 
a higher degree of skilled salesman- 
ship. Schools for salesmen will be 
established and whenever conditions 
warrant, these schools will come to 
the dealer’s territory. 

This year salesmen will be paid 
what they earn—no more. Remun- 
eration will be on a straight commis- 
sion basis. Moreover, a reserve will 
be created for every salesman to 
cover repossessions. Salesmen will 
be required to devote specified hours 
to canvassing. 

Dealers, too, will have to exercise 
more strenuous effort than ever be- 
fore. They will be required to fight 
for a down payment of 10 per cent, 
although at the last ditch they will 
be permitted to take a somewhat 
smaller amount, with 24 instead of 
the recommended 12 payments. 

The dealer regime also requires 
weekly change of window displays; 
constant development of new sales- 
men from college and other ranks; 
testing of all refrigerators as soon 
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as received; super-service for buyers 
in speeding handling of complaints 
of all kinds, and training of service 
men to develop leads. 

Westinghouse is drawing on the 
experience of the most successful 
dealers this year, allowing them to 
make recommendations on sales pro- 
motion activities and education, sales 
rules and regulations, service as an 
aid to sales and financing and time 
payment. 

The advertising is handled by Ful- 
ler & Smith & Ross, Cleveland. 


Sweetland Merges 


Ben J. Sweetland, president of the 
Direct Mail Advertising Association, 
has merged Sweetland, Inc., with 
Walker L. Newton, Los Angeles, and 
Raymond C. Martin, Albany, as 
Sweetland, Newton & Martin, New 
York. Mr. Sweetland has also 
bought an interest in a Seattle manu- 
facturing concern. 


Burnham Gets Office 


Walter H. Burnham has _ been 
elected secretary of Doremus & Co., 
New York. He has spent 12 years 
with the agency. 


Inecto to Biow 


Inecto, Inc., hair coloring, and 
Marinello Co., toilet preparations, 
have appointed the Biow Co., New 
York, to handle their advertising. 


Gar Wood Appoints 
Gar Wood, Inc., Marysville, Mich., 
runabouts and cruisers, has ap- 


pointed L. Charles Lussier, Inc., De- 
troit. 


Roeder Gets Conant 


L. J. Conant has joined the Everett 
R. Roeder Advertising Agency, St. 
Louis. 


Sackett with Donnelley 

Walter M. Sackett, an authority 
on offset lithography, has joined th 
sales staff of R. R. Donnelley & Sons 
Co., Chicago. 


Maytag Pays Dividend 
Maytag Company has declared its 
regular quarterly dividend of $1.50 


on first preferred and 75 cents on 
cumulative preference. 


“BUY-AT-HOME” 
LAWS THROTTLE 
FLOW OF GOODS 


Find 21 States Bar Outside 
Products 


Chicago, Jan. 15.—A new crusade, 
worthy of the best advertising and 
editerial brains of the country, is in- 
dicated by a survey by a Chicago 
manufacturer showing how state leg- 
islation and “practices” are obstruct- 
ing the free flow of merchandise. 

No less than 14 states have passed 
laws making it obligatory for their 
purchasing departments to give pref- 
erence to home-produced materials. 
Seven more have adopted “practices” 
which imsure the same result. One 
state, Pennsylvania, angered by this 
damming of trade, has passed a re- 
taliatory law. This provides: 

“It shall be unlawful for any ad- 
ministrative department, board or 
commission, to specify or permit to 
be used in or on any public building, 
or other work erected, constructed or 
repaired at the expense of the Com- 
monwealth, or to purchase any sup- 
plies, equipment or materials manu- 
factured in any state which prohibits 
the specification or use of supplies, 
equipment, or materials not manu- 
factured in such state.” 

The states discriminating by law 
against the products of other states 
are Arkansas, Colorado, Indiana, 
Iowa, Kansas, Michigan, Minnesota, 
Missouri, Montana, Nebraska, North 
Dakota, Oklahoma, West Virginia 
and Wisconsin. 

Those having practices or resolu- 
tions just as effective are Alabama, 
Florida, Illinois, Georgia, Massachu- 
setts, Kentucky and Tennessee. 


Fostered by Publishers 


Some. publishers have seen the 
danger of this situation and warned 
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their readers of the perils inherent 
in “sales by legislation.” This pro- 
test has been little more than a voice 
erying in the wilderness, however, 
and the “buy-at-home” idea has been 
fostered by a large number of short- 
sighted publishers. 

“Exclusion of the products of other 
states has assumed the proportions 
of an avalanche,” said the manufac- 
turer making the current survey. 
“Many states have adopted legisla- 
tion of this type because their own 
materials were barred from other 
states. 


“The movement in many states is 
backed by civic bodies. There is also 
a ‘National Buy-at-Home Move- 
ment’ conducted by Hern Joseph 
Miller, of Fort Wayne, Ind., who fur- 
nishes weekly articles to small-town 
newspapers. 

“In addition, there are many local 
movements under such designations 
as ‘Buy from Your Neighborhood 
Druggist,’ ‘Buy from Your Neighbor- 
hood Grocer,’ etc. This indicates the 
constant stimulation which the buy- 
at-home idea receives and which have 
their influence in winning newspaper 
support, arousing public sympathy 
and in some cases resulting in fur- 
ther legislation or resolutions.” 


This manufacturer pointed out 
that many industries, which have 
tended to concentrate in certain sec- 
tions, will be strangled if the buy- 
at-home movement is carried to its 
logical conclusion. 


Some of Possibilities 


“Suppose that Akron, O., which 
manufactures 50 per cent of the 
country’s rubber, could ship no tires 
out of that city or state, but had to 
use them all itself,” he suggested. 

“Would any Akron newspaper, or 
any newspaper or magazine any- 
where, wish this to happen? 

“Suppose Metropolitan Boston, 
which makes half of the country’s 
footwear, had to consume all of it. 
What about Chicago, the largest cen- 
ter for foodstuffs? Suppose Detroit 
automobiles were excluded from 
Wisconsin? Suppose the people of 
Minnesota, Kansas and the Dakotas 
had to consume all the wheat grown 
in those states, while the South had 
to use all the cotton produced in 
Dixie.” 

While all of the laws aim at the 
same end, they are by no means uni- 
form. Indiana enacted a _ statute 
compelling public and _ semi-public 
institutions to buy a certain Indiana 
product, even though it should cost 
10 per cent more than a product of 
equal quality from outside the state. 

In other states, the exclusion prin- 
ciple is enforced by a tax on outside 
products such as that imposed by 
South Dakota and Iowa on vegetable 
shortening produced in the South. 

The method in Illinois was ap- 
pointment of an Illinois Products 
Commission by the Governor to en- 
courage use of home-made goods. 


Retired M. D. 
Wins $25,000 in 
Buick Contest 


Detroit, Mich., Jan. 15.—The Buick 
Motor Company, Flint, Mich., an- 
nounced winners in its $50,000 prize 
contest in a 48-station N. B. C. 
hook-up Jan. 10. More than 300,000 
entered the contest with 200 words 
or less answering: 

“Why does the new Buick Eight, 

at new low prices, again confirm the 
Buick pledge: ‘When better auto- 
mobiles are built, Buick will build 
them’?” 
, Edward N. Walker, 60, retired 
physician, of Akron, O., won first 
prize of $25,000. Second prize of 
$10,000 was taken by Mrs. C. A. 
Beatty, of Windsor, Ill. She is 
27 years old and has a five-year old 
boy, as well as a husband. 

Mrs. Annabelle Stone, music 
teacher of Portland, Oreg., carried 
off third prize of $5,000. 

The judges were B. C. Forbes, 
Forbes Magazine; Frazier Hunt, 
author, and Henry T. Ewald, presi- 
dent of the Campbell-Ewald Co., the 
agency in charge. Mr. Ewald com- 
mented on the success of women in 
taking two of the three capital 
prizes, as well as many of the 110 
lesser awards. 


Charles M. Greenway 
Is Booth Leader 


Charles M. Greenway, editor-man- 
ager of the Grand Rapids Press, has 
been elected president of the Booth 
Newspapers, Inc., succeeding Ralph 
H. Booth, who died last June in Aus- 
tria while serving as United States 
minister to Denmark. 

George G. Booth was elected chair- 
man of the board, and Ralph H. Bas- 
tien, treasurer. 


Out of Drug Field 


Due, it is reported, to pressure by 
druggists on manufacturers, the Na: 
tional Grocery Co., operating a New 
Jersey chain, has discontinued the 
sale of medicinal products. 


Has Ship Line Account 


The account of the Canadian Aus- 
tralasian Line in the United States, 
exclusive of the Pacific Coast, has 
been placed with Kenyon & Eck- 
hardt, New York. 


Re-elect Rex Bell 


Rex Bell, Terre Haute, was re- 
elected president of the Outdoor Ad- 
vertising Association of Indiana at 
the annual meeting at Indianapolis. 


O’Leary Switches 


G. J. O’Leary has joined the Chi- 
cago office of Guenther-Bradford & 
Co. He was formerly with Ruthrauff 


& Ryan. 


WISE BABES IN 
BANANA COPY 


New York, Jan. 15.—An unusual 
copy device will be employed by Bat- 
ten, Barton, Durstine & Osborn in a 
1932 campaign for the United Fruit 
Company’s bananas. 

The agency will combat the gen- 
eral belief that the humble banana is 
hard to digest and at the same time 
inject human interest into the copy 
by putting words of adults in the 
mouths of children. 

By associating banana eating with 
youngsters, the agency hopes to carry 
its point by implication and possibly 
to remind diet-minded parents that 
doctors recommend bananas for in- 
fants of six months. 

The campaign will appear in Good 
Housekeeping, McCall's, Ladies’ Home 
Journal and Woman’s Home Com- 
panion. It is believed the new copy 
slant will be strong enough to bridge 
the transition from color to black 
and white. 

Lively photographs by H. Arm- 
strong Roberts are thrown into con- 
trast with mature bromides such as 
“Stop me if you’ve heard this one,” 
and “Money? Where’s that money I 
gave you yesterday?” Half pages 
will be used for the first half of the 
year, with a possible return to color 
thereafter. 


Six Doctors 
Expelled for 
Advertising 


Chicago, Jan. 15.—Charged with 
“unethical” advertising of a low cost 
health clinic, six physicians were ex- 
pelled from the Chicago Medical So- 
ciety Tuesday night by a vote of the 
executive committee. All were con- 
nected with the Wicker Park Medical 
Center. 

The case recalls the bitter fight 
which resulted in the expulsion of 
Dr. Louis E. Schmidt, eminent physi- 
cian, because of his connection with 
the Public Health Institute, which 
uses newspaper advertising for its 
facilities for treating venereal dis- 
ease at low cost. 

Dr. Herman N. Bundesen, presi- 
dent of the Chicago Board of Health, 
then resigned from the society in 
support of Dr. Schmidt. 


Gilbert Tucker Passes 


Gilbert M. Tucker, 84, for many 
years publisher of The Country Gen- 
tleman, died Wednesday in Albany, 
N. Y¥. Son of the founder, Mr. 
Tucker became publisher in 1897, 
selling the paper to the Curtis Pub- 
lishing Company in 1911. 


Agency for Show 


The C. A. Grant Advertising 
Agency, Madison, Wis., is placing ad- 
vertising for the auto show there 
Jan. 28-31. 


Linn Names Basford 


Effective Feb. 1, the G. M. Basford 
Co., New York, will handle the ad- 
vertising of Linn Mfg. Co., Morris, 
N. Y., trucktractors. 


Publish Research Book 


Harper & Bros., New York, have 
published “Marketing Research Tech- 
nique,” by Percival White. 


Kendall Leaves Hamilton 


Kenneth H. Kendall has resigned 
as sales manager of the men’s wear 
division, Hamilton Woolen Co., 
Southbridge, Mass. 


Gallagher New Manager 


Joseph H. Gallagher has become 
vice-president and Eastern manager 
for Associated Publications, Kansas 
City, motion picture papers. 


Death Takes Jay Stacks 


Jay Stacks, of the advertising and 
sales promotion staff of the Kelvi- 
nator Corp., Detroit, is dead. 
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SPORTSMAN 


EXTRAORDINARY 
RETIRED undefeated Champion of the World, conqueror 


of seventy foemen, sportsman to his mitt tips— inspira- 
tion to youth—clean, clever, courageous Champion of 
Champions—Gene Tunney, sportsman extraordinary—salutel 


What This Boy Did 


Nowhere in the whole field of human endeavor to succeed 
can there be found a struggle so fierce, so violent, so mer- 
ciless as in the prize ring. Thousands of preliminary pugi- 
lists nightly annihilate each other in the awful attempt to climb 
just one rung on the high ladder. To stay in the game at all re- 
quires unbelievable stamina. Into this maelstrom Tunney, the 
boy, threw himself with the one fixed purpose of winning the title. 
Long years he fought, he bled, he carved his way from preliminary 
fighter to main bout performer, to the championship of the A. E. F. 
in France, to light heavy-weight champion, to heavy-weight cham- 
pion of all the world. In this great sweep before him fell such 
warriors as Risko, Spalla, Gibbons, Carpentier, Greb, 
Heeney and Dempsey, the king. Back in the days of 
impressionable boyhood, Tunney got his first idea of 
winning the championship. The dream became a 
\ burning ambition which adversity, suffering nor war 
could shake—which carried him through the years 
\ to the topmost goal. 


Boys Are Like That 


/  \ With a boy's mind set on something he wants, 
\ there is no stopping him short of the goal. 
What a market, the boy market! Youth, 
determined, eager, gets what it wants. Sell 
the boy in the home, the whole family is 
What a market, this boy market— 
what truly extraordinary media, boys’ maga- 
zines. No advertiser who has not himself 
seen with his own eyes, would believe the 
results obtainable through boys’ magazines. 


GENE TUNNEY 


Gene Tunney was born James Joseph Tunney, of sportsmanship in the ring and by his private 
May 25th, 1898, in old Greenwich Village. From life. Gene has written several extremely inter- 
the earliest days Gene stood forth among his fel- esting articles, shortly after the war starred in a 
lows as a boy of extraordinary character. This motion picture and has received countless civic 
quality of character has in no small measure been and military honors. No finer example of the 
responsible for his success. Its force has been American Sportsman can be pointed out to youth 
brought out time and again—by his voluntary en- than Gene Tunney—scholar and gentleman. 
tistment in the World War, by his countless acts 


yours. 


‘‘All boys’ magazines are strong media. Of these extraordinary media The OPEN 
ROAD for BOYS claims to be overwhelmingly the best, outstandingly the most powerful 
advertising medium—and it backs this claim with a positive guarantee, rebate backed. 
Only a magazine of unquestioned pulling power, with complete confidence in its worth, 
could guarantee results like this. No more guess work. The OPEN ROAD for BOYS 
Magazine is first because it guarantees to be first. Write for details.”’ 


2E-BOYS 


L. S$. GLEASON, Advertising Manager 
122 East 42nd Street, New York City 


BOSTON 


E. A. Piller 
130 Newbury St. 


CHICAGO 


Dwight H. Early 
100 N. LaSalle St. 


ROCHESTER 


Paul F. Herrick 
823 Powers Bldg. 


LOS ANGELES 


Hallett E. Cole 
846 So. Broadway 
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The Defense Against Reaction 


There is no doubt that reaction- 
ary business policies are likely to 
make headway in this country dur- 
ing 1932. It is entirely natural that 
boards of directors and stockholders 
of corporations should desire exceed- 
ingly careful and conservative man- 
agement under the difficult condi- 
tions with which business is faced 
this year. But the obvious danger 
is that progress which has been won 
slowly and painfully may be thrown 
overboard in the desire to get back 
on what is supposed to be a safe and 
sane basis of operations. 

Most executives appreciate the im- 
portance of their basic marketing 
policies. Companies which have 
forged to the front during the past 
decade have done so, in most cases, 
because they have exercised mer- 
chandising skill, and because they 
have had policies which were essen- 
tially sound and progressive. Some 
of those which have done well here- 
tofore are now confronted with con- 
ditions which from some _§stand- 
points, at least, seem to justify the 
attacks which are being made on 
their policies with reference to the 
aggressive use of advertising. 

One instance, which is fairly typ 
ical, was noted recently, when an 
old and well-known company made a 
complete change of administration, 
and immediately put into effect 
methods which were employed early, 
in its development, but for the past 
few years have been in process of 
conversion to a more modern pro- 
gram. It is explained that all of 
this is being done in the name of 
economy, and that the purpose of 
the new administration is to operate 
successfully under today’s condi- 
ions. Advertising is not a part of 
its program. 

The danger in this case, as in 
others, is that the company, which 
was eliminating obsolete ideas and 
methods from its marketing pro- 
gram, will slip so far back that when 
conditions become normal again, it 
will be completely out of the run- 
ning. Its thinking at present is so 
thoroughly reactionary that the long 


view of its operations can only be 
charged with pessimism. 

What is happening to advertising 
under these conditions? When reac- 
tion is in the saddle, advertising 
usually is reduced in importance in 
the program. Such a change of 
front is described as “conservative 
management,” and, as suggested, it 
may seem to be justified by present 
conditions. But what will be the 
record in the future? 

Advertising men, confronted witli 
reaction which demands the elimina- 
tion of activities which have proved 
themselves sound during the experi- 
ence of many years of normal busi- 
ness, must rely on the common 
sense of business to evaluate adver- 
tising properly. Most successful 
merchandising operations at present 
employ advertising as an essential 
part of the plain—to inform and to 
stimulate merchandising activities 
all along the line. 

Management which seeks first of 
all to accomplish a program of op- 
erating economy entirely or largely 
at the expense of advertising may 
feel that its principal object at 
present is to balance its budget. But 
a policy which leaves the company 
out of a strong competitive position 
will find it increasingly difficult as 
time goes on to regain that position, 
and will lose more rapidly in sales 
morale, in trade good-will and in 
public acceptance than the current 
economy will justify. 

Advertising is so prominent an 
item in operating expense under 
modern conditions that it is certain 
to be under fire more than ever this 
year. Where reactionary manage- 
ments are able to take over control, 
advertising will be reduced in im- 
portance. But it will still remain 
true that courageous enterprise and 
resourceful attack on markets will 
need and will use advertising more 
than ever, and businesses of that 
type undoubtedly have the best op- 
portunity to win out in 1932, as well 
as the best assurance of distancing 
competition thereafter. 


Displaying the Goods 


Advertisers have been willing to 
agree, for a number of years, that 
they must do a better job in the mat- 
ter of store display if they expected 
to get the most out of their adver- 
tising investments, and if they ex- 
pected their dealers to cash in on 
the advertising support extended to 
them. Right now this is an exceed- 
ingly practical part of the adver- 
tiser’s problem. 

Some of the experts in the display 
field are courageous enough to insist 
that display is a greater factor in 
sales than either advertising or 
salesmanship, and point to the 
record of the chain stores to prove 
the possibilities of open display of 
merchandise, without advertising 
and with salesmanship which is re 


duced to the minimum of actual 
service needed to supply the wants 
of the customer. 

Perhaps the most practical idea in 
the field of display, and one which 
brings forward the element of co: 
operation, is that of grouping mer- 
chandise for display purposes, in 
line with the associated uses of the 
goods. The suggestion is made that 
the advertiser who, instead of try- 
ing to hog the dealer’s window or 
counter displays, suggest grouping 
his product with other goods, thus 
stimulating interest in an entire sec- 
tion of the store, will get a ready 
audience and will find it possible to 
arouse more enthusiasm for the dis- 
play of his own merchandise than 
he ordinarily receives. 


Information 
for Advertisers 


The following documents may be 
secured without charge by any na- 
tional advertiser or advertising 
agency from the publishers sponsor- 
ing them, or through ADVERTISING 
AGE: 


338. Things Move at Erie. 


The Erie Lithographing & Print- 
ing Company not only does lithog- 
raphy for advertisers, but it issued 
its own promotion piece by the same 
process. This colorful booklet traces 
a piece of advertising through the 
Erie plant and shows some of the 
finished results. 


339. Reaching the Market of Great- 
est Buying Expectancy. 


In this booklet, The Parent's 
Magazine tells what happens to 
women. Of every 100, 5 don’t marry, 
19 marry but have no children, 22 
are married and have grown chil- 
dren, and 54 are married, with grow- 
ing children. It is the last group 
with which this magazine is con- 
cerned, and it tells how tke presence 
of children open the family’s purses. 
A survey shows the extent to which 
such families buy beds, pianos and 
other household equipment as well 
as homes. 


340. Touring Topics Takes the 
Stand. 


This is an analysis of the purchas- 
ing power of readers of Touring 
Topics as compared with averages 
for the entire country. No less than 
140 per cent have automobiles (1.4 
per family), 52.26 per cent boast 
electric refrigeration, 90 per cent 
radios, 86.77 per cent vacuum clean- 
ers, 31.8 per cent washing machines, 
and 66.9 per cent own their homes. 
The survey also indicates that this 
group goes places and sees things. 


341. A Traffic-Market-Poster Ad- 
vertising Plant Survey of Wisconsin. 


This is the most pretentious sur- 
vey yet made in the outdoor field and 
will probably be adopted as a model 
by other outdoor organizations. It 
was made by the Outdoor Advertising 
Association of Wisconsin, in co- 
operation with the plant develop- 
ment division of the Outdoor Adver- 
tising Association of America. The 
survey covers every important trad- 
ing area in Wisconsin and gives the 
following information: Population, 
number of families, total value, per 
capita income, number of income tax 
returns and other general informa- 
tion. The maps for each area show 
the number of people passing a rep- 
resentative display daily, the cost of 
such a display, the cost per thou- 
sand daily advertising impressions, 
the cost per thousand population per 
day and the cost per person per year. 


303. Dealer-ized Advertising. 


George H. Read, of Johnson, Read 
& Co., Chicago, coined a new word to 
describe how products advertised in 
the Christian Science Monitor are 
featured in the Monitor advertising 
of local dealers. A booklet issued 
by the publication tells just how 
“dealer-ized” advertising works, with 
specific examples. 


274. Where Should You Sell? 


In this 12-page brochure, the mar- 
keting division of the International 
Magazine Company, New York, has 
made a contribution to the discus- 
sion of selective selling with its ex- 
planation of the Trading Area Sys- 
tem of Sales Control. In addition to 
this booklet, the publishers offer 
maps by which the principle can be 
applied. 


310. A feather that cannot be taken 
out of Life’s cap! 


Life has issued a four-page folder 
to correct some figures issued by 
another publication in a comparison 
of rates. Its rate per page per thou- 
sand is $5.94, instead of a higher 
rate reported. Its four-color rate is 
below, instead of above $10 per page 


per thousand. 


LET'S HAVE THE WHOLE TRUTH 
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"Get me a tabloid, Parker—I'm feeling pretty vital today.” 


—College Humor 


Voice of the Advertiser 


Well, Let’s See— 


To the Editor: Will you please 
send us a list of the 58 leading na- 
tional advertising agencies of the 
country? 

T. ARNOLD ROSENFELD. 
Akron (0.) Topics. 


7, FF FY 


Says High Rates 


Force New Policies 
To the Editor: We have received 
your questionnaire asking for in- 
formation about our sales and ad- 
vertising policies for 1932. Because 
of the wide fields and wide number 
of our products and the great num- 
ber of markets in which we are in- 
terested, it is impossible for us to 
give you an answer which would be 
really indicative of the various poli- 
cies which will be adopted by the 
different divisions and subsidiaries. 
However, in a general way we can 
say we are switching much of our 
advertising from national publica- 
tions to radio and from trade and 
business papers to direct mail. We 
feel that the high rates for publica- 
tion advertising force us to adopt 
other forms of advertising which we 

believe will be more economical. 

Matt DENNING, 
Asst. Director of Advertising, 

E. I. du Pont de Nemours & Co., 

Wilmington, Del. 
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Posies from Subscriber 
with Peculiar Intellect 


To the Editor: I have left Wood- 
ward & Tiernan Printing Company. 
My new business connection is with 
Paragon Studio, advertising artists; 
and the new business address is 1167 
Arcade Building, Saint Louis. How- 
ever, you need not make a new ad- 
dress plate unless you want to do so. 
It will be quite satisfactory for you 
to continue sending the paper to my 
home. I'll read it every week no 
matter to which address you send it. 

And now for a few bunches of 
posies. 

You have one swell magazine. It 
reminds me of Elinor Glyn because 


each issue really contains three 
weeks’ news; last week’s,_ this 
week’s and next week’s. The first 


thing I read each week is “Rough 


Proofs” which gives you a rough 
idea of my peculiar type of intellect. 
But you will have to admit that 
“Copy Cub” is one of the most popu. 
lar contributors to your leaflet. 

And another thing: I’m ca-razy 
about the envelope in which you mail 
the paper. I can actually open it 
without a crowbar, cow-catcher or 
catapult. Was this testimonial paid 
for? Why wear a truss? Oh, oh, 
I’m sorry. 

Just remember that it makes no 
difference which address you use as 
long as you mind that each week a 
copy of ADVERTISING AGE is delivered 


to DAVID PASTERNAK, 
St. Louis, Mo. 
? FV F 


Important Omission 
in Review of 1931 


To the Editor: With reference to 
the annual review in your Jan. 2 
issue, we are keenly disappointed 
that you did not mention, as one of 
the year’s outstanding events, the ap- 
proval by the American Dental As- 
sociation, of ethical advertising by 
dentists through groups and by edu- 
cational messages. 

We thought this was a momentous 
step and important enough to war- 
rant being included in your annual 
review. 

W. B. WATTERSON, 
Bott Advertising Agency, 
Little Rock, Ark. 


> FF F 


Tomato Juice Copy 


To the Editor: Our attention has 
been called to a recent story headed, 
“Here’s Maiden Campaign on To- 
mato Juice.” This said College Inn 
dees not pack straight tomato juice. 
For your information, in addition to 
Tomato Juice Cocktail we have for 
the last two years offered a plain 
tomato juice seasoned only with salt, 
which we call Juice of Tomatoes. 
This product has been offered in tins 
and in 4 oz. and 16 oz. bottles. 

We have not attempted to adver- 
tise it due to the fact that our leader 
continues to be College Inn Tomato 
Juice Cocktail but we are doing an 
excellent business on the plain juice. 

R. H. Evizt, 

College Inn Food Products Co., 

Chicago. 
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STUDY IN LINES 


This is the way Bertram Dorien 

Basabe filled an order from the 

Gossard Company calling for lay- 

outs contrasting sharp lines with 
soft curves. 


BUFFALO BILL 
TO STALK AGAIN 
IN RIFLE COPY 


Plymouth, Mich., Jan. 15.—Daniel 
Boone, Davy Crockett, and Buffalo 
Bill are among the stalwarts to be 
featured in the 1932 campaign of 
the Daisy Manufacturing Company, 
makers of the famous Daisy air rifle. 

Each advertisement in the histori- 
cal series will recite an incident in 
which the ability of the pioneer to 
shoot quickly and accurately saved 
the day. 

The Open Road for Boys, American 
Boy, Boys’ Life, and Boy Scout Hand- 
book will be used to reach young- 
sters. In Popular Science and Popu- 
lar Mechanics a combination appeal 
to father and son will be used, with 
copy urging Bobby to show Dad up 
in competition. 

Copy to dealers says the 1930 popu- 
lation census showed there will be 
more boys of air rifle age in 1932 
than ever before. A _ state-by-state 
breakdown of the circulation of the 
boys’ magazines is also provided. 

Among trade papers used are 
Novelty News, Hardware Age, South- 
ern Hardware, Playthings, Toys & 
Novelties, Sporting Goods Dealer and 
Hardware Trade Journal. 

The company will also maintain 
contact with 12,000 dealers with a 
postcard-newspaper to be mailed 
monthly. 

“The Flying Top,” a _pistol-type 
helicopter device, will also be mar- 
keted soon, the Campbell-Ewald Co., 
Detroit, being in charge of both cam- 
paigns. 


Elect Miss Flanagan 


Sue Flanagan is a new director of 
the League of Advertising Women 
of New York, succeeding Mrs. Crete 
Cochrun Dahl, resigned. 


Short with Magazine 


Frank E. Short, formerly with the 
U. S. Lines, has been appointed ad- 
vertising manager of California 
Legionnaire, Los Angeles. 


Directs Movie Copy 


Charles Loewenberg has succeeded 
Howard C. Herzog as advertising 
manager for the Fox-Midwesco the- 
aters, with headquarters at Mil- 
waukee. 


Returns to A. F. A. 


The Advertising Club of Hartford, 
Conn., has renewed membership in 
the Advertising Federation of Amer- 
ica, from which it withdrew last fall. 


Develop Motor Ironer 


A motor-operated electric ironer is 
being produced by the Westinghouse 
Electric & Mfg. Co. at its plant at 
East Springfield, Mass. A _ hand 
vacuum cleaner is another innova- 
tion. 


McCarthy Heads Nash 


C. W. Nash has become chairman 
of the board of the Nash Motors Co., 
being succeeded as president by E. 
H. McCarthy. Net earnings for the 
fiscal year ended Nov. 30 were $4,- 
807,680. 


Fashion Copy 


Must Be Gay 
But Accurate 


New York, Jan. 15.—A record at- 
tendance marked the eighth semi- 
annual Fashion Merchandising Clinic 
conducted by the Amos Parrish or- 
ganization here Monday, Tuesday, 
and Wednesday. Mr. Parrish’s ref- 
erence to spring advertising and 
spring prices had special import. 

“Since spring fashions are going 
to be gay, spirited and dramatically 
good to look at,” declared Mr. Par- 
rish, “successful spring fashion ad- 


vertising will have to be done in the 


same manner—gay, spirited, but def- 


inite and accurate in its merchandis-. 


ing and its fashion points. 

“And above all things it must be 
courageous in its attack, well chosen, 
well merchandised, and courageously 
promoted. Spring fashions can be 
sold at a profit,.and will be sold 
profitably by those stores that de- 
serve to.” 

Bullish on advertising, Mr. Parrish 
was bearish on prices. Prices this 
spring on women’s wear will be 
lower, with quality remaining the 
same or being increased, he said. 


Chrysler on Coast 


Chrysler Corporation will erect a 
$3,000,000 assembly plant in Los 
Angeles. 


Hants Bird; Finds Boar | 


Cliff Fitzgerald, Fitzgerald Adver- 
tising Agency, New Orleans, received 
considerable publicity when he went 
bird hunting and unearthed a wild 
boar. Bird shot failed to make an 
impression and Mr. Fitzgerald sur- 
rendered the field to the boar. 


Harsh with “Post” 
Hal Hursh, publisher’s representa- 


tive, has joined the Cleveland office 
of the Saturday Evening Post. 


Matt Myrup Dead 


Matt Myrup, 82, veteran newspaper 
publisher, died in Racine, Wis., re- 
cently. He founded Folkets Avis, 
Danish-American weekly now pub- 
lished at Minneapolis under another 
name. 


rr ( \onfidence 
was Justified 


WHEN 169 RAILROADS FAILED IN 1893, 
JOHN H. PATTERSON SAID: 

“The year has been unparalleled in the 
history of the United States. Great ques- 
tions were to be solved, every industry 
was stagnant. Some closed down, some 
lost courage, while a few pushed ahead 
and worked harder than ever with con- 
fidence in the future. We did not let the 
hard times interfere with our work. 
When times got duller, we advertised 
the more and worked the harder.” 


PIG IRON DROPPED 50% IN - 


WHEN 
1907, ANDREW CARNEGIE DECLARED: 


“This panic will soon run its 
course and pass away leaving no 
impediment to the return, in due 
season, of another period of whole- 
some, because needed expansion of 
our resources. . . . 

“We have had the greatest ex- 
pansion of modern times. Reaction 
had to come—will prove healthful. 
Nothing can stay the rapid prog- 
ress of the Republic. She is all 
right.” 


WHEN DEEP, DARK GLOOM RULED IN 
1921, THOMAS FORTUNE RYAN SAID: 
“Our merchants have been buying only 

what they can sell quickly for cash. The 
consumer has had to listen to so much 
pessimistic talk that he buys only what 
is absolutely necessary. People every- 
where have been scared. They are get- 
ting over that. 

“Our people are the greatest consumers 
of food and manufactured articles in the 
world in normal times—and normal times 
are coming back... .” 


AMERICA CAME THROUGH! 


In 1893 stark ruin stalked through the land. 
467 banks failed in a few months. Mills, furnaces 
and factories shut down everywhere. Bankruptcy 
was on every hand. America had twice as many 
unemployed per thousand population as she has 
today. But she put them all back to work. 

In 1907 panic broke loose. The production of 
pig iron dropped 50% in less than a year. All 
but the strongest men lost heart—“We are 
ruined”, they declared, “recovery cannot come in 
our time.” Yet in two years prosperity had 


returned. 


time, too. 


In 1921, when many honest and thoughtful 
people were predicting worse conditions, the coun- 
try was already beginning to climb to the greatest 
era of prosperity it had ever experienced. 


History tells how America has fought and won 
19 major depressions. Good times always follow 
hard times, as surely as day follows night. Pros- 
perity always comes back. It is coming back this 


Above all things, let us have faith. 


America Has Beaten 19 Major Depressions 
She will Beat this one 


THE NATIONAL PUBLISHERS ASSOCIATION 


“As the most nearly self-contained nation, we have within 
our own boundaries the elemental factors for recovery.” 


(From the Recommendations of the Committee on Unemployment Plans and Suggestions of the President’s Organization on Unemployment Relief.) 
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Chicago Seeks 
Financial Meeting 


Chicago, Jan. 15.—The Chi- 
cago Financial Advertisers 
voted Wednesday to invite the 
national association to hold its 
1932 convention in the Windy 
City. 

With Baltimore and Grand 
Rapids also in the market, the 
issue will be decided at a di- 
rectors’ meeting in New York 
Feb. 13. 


Station Dedicated 
by “Sun-Telegraph” 

WCAE, station of the Pittsburgh- 
Sun-Telegraph was dedicated last 
week. Speakers included William 
Randolph Hearst, Jr., Harry M. Bit- 
ner and M. H. Aylesworth. 

Louis L. Kaufman, pioneer radio 
announcer, has joined WCAE. 


Climalene Promotes 
Two Sales Experts 


Harry R. Ickes, general sales man- 
ager of the Climalene Co., Canton, O., 
was appointed director of sales at 
the annual sales meeting last week. 

M. G. Spahr, assistant sales man- 
ager, was named sales manager. 


Join Midwest Unit 


Willard A. Banks, formerly with 
Nebraska Farmer, and W. R. Wat- 
son, of The Farmer and Farm, Stock 
& Home, have joined the Chicago 
sales office of the Midwest Farm 
Paper Unit. 


Start Furniture Paper 


Western Furniture Retailing has 
been started at San Francisco as a 
semi-monthly. Norris E. James is 
editor and publisher and Theodore 
F. Baer, business manager. 


New Type of Photo 


National Sculptograph Company 
has leased a plant at Danbury, Conn. 
The company produces photographic 
reproductions in which the figure 
stands out in relief. 


KROEHLER COPY 
MAKES STRONG 
QUALITY PLEA 


Three New Furniture Cam- 
paigns Announced 


(Picture on Page 12) 


Chicago, Jan. 15.—Three interest- 
ing furniture campaigns were an- 
nounced here this week following the 
Chicago Furniture Market. Guaran- 
tees against price declines for 99 
days by most manufacturers stimu- 
lated buying at the market. 

The woes of those who insisted on 
nothing but a low price in 1931 fur- 
niture purchases will be depicted by 
the Kroehler Manufacturing Co., Chi- 
cago, in an effort to establish quality 
standards. 

The White Furniture Co., Mebane, 
N. C., will feature endorsements of 
moving picture stars in a drive for 
Hollywood ensembles. A unique 
demonstration by dealers is planned 
by the Burton-Dixie Corporation. 

Kroehler’s magazine copy is semi- 
humorous, black and white draw- 
ings showing a piece of inferior 
furniture giving way in use. A typi- 
cal handling shows a tea party hos- 
tess clutching at her nonchalance as 
the davenport on which she is seated 
suddenly crashes into a jumble of 
springs, webbing and stuffing. 

The headline says, “Don’t Laugh! 
You may be the next victim.” The 
story continues: 

“This happened in countless homes 
in 1931. A ripping, tearing and a 
splintering as the seat of the daven- 
port crashes to the floor! A burst of 
laughter! And then that dreadful 
embarrassment!” 


Another Bad Moment 


“That dreadful embarrassment” is 
pictured again in even more distress- 


{— 


PHILADELPHIA. 


The many friends of 
REED G. 


will be interested to hnow 
that he has been made 
a Vice-President of 


WILLIAMS & CUNNYNGHAM 
effective January | 


Mr. Lanpis was formerly head of 
the Reed G. Landis Company. 


° 


Mr. Roscoe Morais, formerly with 
Reed G. Landis Company, also joins 
the Williams & Cunnyngham staff as 


an account executive. 


Williams & Cunnyngham 
Advertising 


6 Nortr Micuican Avenue - Cu1caco 


+ 


LANDIS 


RocxrorpD 


AN AGENT AGAIN 


Miller Munson, who has returned 
to the agency field as vice-presi- 
dent of Henri, Hurst & McDonald, 


Chicago, after || years as adver- 
tising manager of the Hoover 
Co., Chicago. Don K. Colvin has 
been promoted to advertising 
manager by Hoover. 


ing circumstances when the arm of 
the davenport on which the daughter 
of the house is seated while enter- 
taining a gentleman caller breaks 
loose from the frame. 


To disturb the complacency of 
those whose furniture exhibits no 
ominous bulges or sags and sounds 
no portentous squeaks, the company 
has another approach. A sample ad- 
vertisement of this sort is titled, “All 
He Wanted Was a Place to Sit 
Down.” 


The moral lies in the contrast in 
illustrations, one showing a tramp 
asleep on a dock with his head 
against a post, the other, the head of 
the house, taking his ease in a 
Kroehler upholstered chair. 


The Kroehler advertising will ap- 
pear in February, March, April, May 
and June. The list includes Deline- 
ator, Good Housekeeping, Liberty, 
Saturday Evening Post, True Story 
and Woman’s Home Companion. The 
agency is Henri, Hurst & McDonald, 
Inc. 

The same themes are used for a 
dealers’ mat service. The company 
will also furnish life-size cutouts to 
enliven floor and window displays of 
dealers. 

Under the mentorship of Maxon, 
Inc., Detroit, the White Furniture 
Co. will use Vogue and Motion Pic- 
ture Magazine. The idea was fur- 
nished by Los Angeles retailers. 


To Feature Headliners 


The advertising capitalizes the en- 
dorsements of Jean Harlow, Helen 
Chandler, Fifi D’Orsay, June Collyer, 
Lilyan Tashman and others. The 
keynote is sounded in the headline, 
“Give Your Own Bed Room the Al- 
lure of a Hollywood Boudoir.” 

The stars’ preferences for certain 
pieces in the company’s new line of 
French-styled bedroom furniture will 
be mentioned individually in display 
advertisements and collectively in a 
booklet, “A Peep Into Hollywood 
Boudoirs,” to be offered direct in 
the magazines and distributed by 
dealers. 

The stars waived compensation 
and provided glamorous stills and 
verbatim endorsements. One of the 
most accommodating was Fifi D’Or- 
say, who not only voiced her pen- 
chant, but thought up a reason for 
it. She said: 

“To me these lovely French styles 
are the very essence of French chic.” 

The series will open with the tes- 
timonial of Charles L. Hall, art di- 
rector for Universal Picture Studios. 

Photographs showing the stars in 
their French boudoirs will be used 
for point-of-purchase advertising. 


Private Demonstrations 


Before launching a campaign on 
its new Ortho-Flex mattress, the Bur- 
ton-Dixie Corporation is perfecting 
demonstrations. J. R. Clemens, ad- 
vertising manager, argues that since 
mattress customers are women and 


General Foods 
Offers Stores 
Cooking School 


Chicago, Jan. 15.—Seizing a time 
when department stores are some- 
what at a loss for advertising ideas, 
General Foods Corporation is offer- 
ing them a plan of general store pro- 
motion based on a cooking school 
featuring its products. 

Arrangements are varied to suit 
individual and local conditions. In 
the case of the Boston Store, Chi- 
cago, the company provided instruc- 
tors and teaching equipment for two, 
classes a day from Jan. 4 to 16, to- 
gether with 20 large baskets of food 
as prizes for each class. 

The department store is bearing 
all expenses, including a 250-line 
newspaper announcement, store ad- 
vertising and $5,000 worth of addi- 
tional merchandise prizes. 

In many cases, prizes are donated 
by other manufacturers, in return 
for demonstration space in the class 
room. 

The store is tying up the cooking 
school with the promotion of house 
furnishings and women’s wear. 

Many of the department stores are 
using the space left vacant by tem- 
porary toy departments for the cook- 
ing classes. The Boston Store’s class 
averaged 1,800 women a day. 

In some cities, newspapers are co- 
operating with General Foods and 
the department store. . 


salesmen are men, dealers should 
provide a curtained booth where the 
prospect may enjoy her demonstra- 
tion privately. 

If the plan is followed to the let- 
ter, the furnishings of the booth will 
include a dressing table and a pho- 
nograph. For the latter the com- 
pany will furnish a six-minute rec- 
ord. 

The first half of the record runs 
off some comments of Dr. Herman 
N. Bundesen, medical columnist, 
which dovetail with the story of 
Ortho-Flex superiority told in the 
second half. Breaking into the sell- 
ing talk, the record urges the pros- 
pect to thresh around a bit so as to 
miss none of the good points of the 
product. 


San Antonio Club 
Elects New Staff 


LeRoy Swartzkoph, advertising 
manager for A. B. Frank Co., was 
elected president of the San Antonio 
Advertising Club at the annual meet- 
ing. Claude Aniol, Southwestern En- 
graving Co., is vice-president; John 
L. Lewis, Lewis Advertising Co., 
secretary, and William L. Hoefgen, 
San Antonio Weekly Dispatch, treas- 
urer. 

Directors are Al Hewing, Alamo 
Printing Co.; Herman H. Ochs, Wolf 
& Marx department store; R. G. 
Coulter, Coulter & Payne agency; A. 
Jouffray, La Prensa; J. B. Higdon, 
San Antonio Express and Evening 
News; Sidney J. Ballinger, San An- 
tonio Public Service Co.; and Wil- 
liam Brockhausen, Sunset System, 
retiring president ex officio. 


Magazine Publisher 


Visualizes New Goal 


Standards of practice, not ethics, 
should be the goal of organized ad- 
vertising, Paul W. Brown, publisher 
ot the Executives’ Magazine, told the 
Advertising Club of St. Louis last 
week. He urged the study of “patho- 
logical” advertising as the first step. 

The occasion marked the opening 
of the club’s new home, a suite of 
offices and lounge in the Hotel 
Statler. 


Jewelers to Stage 
Watch Repair Week 


The National Retail Jewelers’ As- 
sociation, New York, will hold Watch 
Cleaning and Jewelry Repair Week 
beginning Feb. 24. 

Store posters and mats for news- 
paper advertising are provided by 
the association for $1. 


Directs Financial Copy 


E. H. Brown Advertising Agency, 
Chicago, is releasing newspaper 
orders for a new account, the Sterl: 
ing Investment Co., Reno, Nev. 


CHAINS ADDING 
NEW PRODUCTS 


New York, Jan. 15.—The troubles 
of chain stores are opening new out- 
lets to manufacturers. Many of the 
chains are breaking away from their 
established policies of handling a 
single line, and are looking for new 
products to help carry the overhead. 

The Regal Shoe Company has 
added men’s and women’s gloves, and 
it is believed will offer men’s head- 
wear shortly. 

The Truly Warner hat chain has 
added a shoe department, after prov- 
ing that men’s gloves could be sold. 
Neckwear will be added soon, it is 
predicted. 

The Hanan shoe chain is display- 
ing neckwear in some of its stores. 
The Sarnoff-Irving hat chain has 
added shoes in some stores. The 
Long hat chain in New York added 
clothing and furnishings. 


67 Out of 100 
Prescriptions 


Filled Wrong 


Washington, D. C., Jan. 15.—Drug 
manufacturers who advertise their 
products to drug stores for use in 
filling prescriptions are optimists of 
the highest order, if a survey among 
pharmacies of Washington, D. C., re- 
flects conditions throughout’ the 
country. 

Of 100 prescriptions filled by drug- 
gists in the District, 67 were filled 
unsatisfactorily, according to the 
Federal Food and Drug Administra- 
tion. 

Among the prescriptions were 59 
covering United States Pharma- 
copoeia products, the Administration 
said, and 37 of these were unsatis- 
factory, 27 containing an excess of 
active ingredients or being below the 
allowed tolerance, while 10 were ex- 
cessively short measure. 

Statistics on the accuracy of filling 
of prescriptions throughout’ the 
United States are not obtainable by 
the Food and Drug Administration, 
since its jurisdiction covers only 
drugs moving in interstate com- 
merce and drugs in the District of 
Columbia and in the Territories, it 
was explained orally for the Admin- 
istration. 

State and city health officials, how- 
ever, have authority to make surveys 
ot the druggists’ work, it was added, 
and the action in the District of Co- 
lumbia may attract enough attention 
to result in such surveys. 


Open in New Orleans 


Walker Saussy and Granville Se- 
well have formed Saussy and Se- 
well, Advertising, in the Canal Bank 
building, New Orleans. Both have 
been with the Chambers Agency, Mr. 
Saussy as contact man and Mr. Se- 
well as copy chief. 


Merge Housewares Papers 


The Haire Publishing Company, 
New York, has purchased The House 
Furnishing Review from the 
Simmons-Boardman Publishing Com- 
pany and merged it with Housewares 
Merchandising as House Furnishing 
Review. 


Promoted by Agency 
J. P. Daiger, copy chief, and Edgar 
F. Riebetanz, manager of the Tow- 
son, (Md.) office, have been made 
members of the executive board of 
Van Sant, Dugdale & Corner, Inc., 
Baltimore. 


Barling Made Officer 


Eugene H. Barling, for 10 years 
sales manager of the United Ad- 
vertising Corporation, Newark, N. J., 
has been appointed vice-president in 
charge of sales. 


Earn 1931 Dividend 


Colgate - Palmolive - Peet Co., Chi- 
cago, earned its $2.50 common divi- 
dend by a good margin, President 
Charles S. Pearce announced. 
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Sold ' a. °. 
at any Standard Oil Service Station } 

=e and at most garages 


. | 
STANDARD RED CROWS | 


THE BETTER GASOLINE 
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= fi COLOR adds punch 


afl : : . Whi live, Maytag, 
Se- : ddition to Standard Oil Co. (Indiana)—White Owl, Palmolive, 
| : Phileo. rane + Dey : Gone Electric Refrigerator, and others have recently used 


Two Color Pages 
in the Des Moines Register and Tribune 


i i i ts but 20% more 
: The added punch of color in The Register and Tribune cos 
ing . than black pad 4 A two color page (any color and black) may be scheduled for 
any week day issue or any Sunday news section. 


Four colors in comic and feature sections and color rotogravure are also avail- 
gar able in The Register and Tribune. 


of The Key to lowa 


i i i ibune’s unusual circulation 
Intense reader interest built The Register and Tribune 
of 240,844 Daily and 214,459 Sunday (ABC). No premiums, no contests. A 
substantial circulation in every section of Iowa. 


The Des Moines Register and Tribune 
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ADVERTISING AGE 


January 16, 1932 


McGraw-Hill 
Smiles, Takes 
Own Medicine 


New York, Jan. 15.—The McGraw- 
Hill Publishing Company will spend 
a larger percentage of its gross in- 
come for advertising this year than 
last, Edgar Kobak, vice-president and 
general sales manager, announced. 
The 1932 appropriation will exceed 10 
per cent. ; 

In an address to the company’s 
sales management group, Mr. Kobak 
stressed the importance of aggressive 
sales and advertising as factors in 
the restoration of business to pros- 
perity levels. 

“The time for waiting is past,” 
said Mr. Kobak. “The executive who 
waits now will have to watch the 
procession go by, and he may not 
even join the tail-end. The small 
manufacturer today has an ideal op- 
portunity to get the jump and be the 
big manufacturer of the next decade. 
Advertising in the right mediums— 
whether business papers, newspapers 
or magazines—will help him do it. 

“No advertising salesman can be- 
lieve fully in advertising until he 
mentally places himself in the role 
of the head of a business; ties up his 
money in that business and then sees 
himself as willing to borrow to the 


To a Publisher of a High Grade 
A. B. C. Class Publication : 


If you want to materially increase 
your volume in the middle-western 
territory and possibly reduce the cost 
of getting business, it might pay you 
to get in touch with me. 


For fifteen years I have represented 
one successful class publication. I 
took hold of it when it was a com- 
paratively unknown paper and I have 
had considerable to do with paring 
it the recognized leader in its field. 
expect to continue with this present 
connection. Because of my experi- 
ence, I am sure I could successfully 
represent another high-grade estab- 
lished class publication—one with a 
minimum rate of at least $200.00 per 
age. Will work on a commission 
asis. Address 116, Aavertislor Age, 
537 S. Dearborn St., Chicago, Il. 


AH! THE BABY HAS FOUND A NEW PLAYMATE 


A. S. Boyle Co., Cincinnati, will bid for attention for its Old English wax for floors 


2 


with illustrations of this character. 


hilt, to go into debt to spend money 
to sell what he makes. The story 
of William Wrigley, Jr., and his be- 
lief in advertising must be relived by 
each salesman.” 


Hilscher Is Chairman 


Herbert H. Hilscher has been ap- 
pointed chairman of the newly or- 
ganized Advertising Managers De- 
partmental of the San Francisco Ad- 
vertising Club, which has 80 mem- 


bers. 


THRIFT WEEK SUGGESTION 


A well insured family 


can be wise spenders 


It is not moved by fear for 
the future, nor need it indulge in reckless efforts to 
recover from catastrophes of the present. 


The man who is well insured is not responsible 
for keeping back good times. He can maintain his 
living standard and pay his bills without depriving 
his family of protection. He can take advantage of 
favoring winds, for he has behind him the support 
of reserves. 


In times of stress life insurance is a strong 
anchor of safety. It becomes not only protection, 
but a source of credit as well. A policy having the 
name 


LIFE INSURANCE COMPANY 
oF BosTON, MassacHuSETTS 
is safe and secure in every way. This is a Mutual company. 
69 years in business returning annual dividends. It paid to 
policyholders in 1931 approximately 87 millions of dollars. 
A.A. 


INGENIOUS NEW 
KITCHEN TOOLS 
TO LURE WIVES 


Promotion Plans Revealed at 
Trade Show 


Chicago, Jan. 15.—Bearing out the 
prediction that 1932 will be a “fea- 
ture” year, the National Home Fur- 
nishings Show made history this 
week with new and improved prod- 
ucts. Attendance of manufacturers 
and dealers set new records. 
Leading the specialties was a 
square bacon and egg skillet, with 
two compartments for eggs and one 
for bacon, manufactured by the 
Wagner Mfg. Co., Sidney, O. 

C. A. Massing, sales manager of 
the Griswold Manufacturing Co., 
Erie, Pa., described a new campaign 
in women’s magazines featuring the 
appetizing and healthful qualities of 
foods cooked in Griswold utensils. 
Tying in with the slogan, “The 
Secret of Flavor,” are new litho- 
graphed labels picturing appetizing 
cooked dishes and recipe promotion 
in display and direct mail advertis- 
ing. 

Chromium plated aluminum ware 
is manufactured by the Aluminum 
Goods Manufacturing Co., Mani- 
tewac, Wis., which will run a maga- 
zine campaign under the direction of 
the Chicago office of Erwin, Wasey 
& Co. Copy will stress beauty and 
easy care. 


Claim Fuel Saving 


The bottoms of these utensils are 
made of a special black metal, which, 
it is claimed, save from 10 to 40 per 
cent in fuel. Electric range manu- 
facturers and dealers have shown 
especial interest in this feature, and 
copy will have a hook-up as one ob- 
jective, Otto Middelstaedt, sales 
manager, said. 

The Aluminum Products Company, 
La Grange, IIl., introduced a line of 
popular priced copper utensils. Ad- 
vertising will emphasize the heirloom 
idea. 

“Protect and beautify your floors 
with cellophane,” will urge the Cello- 
Wax Company, Baltimore, Md., whose 


Half Billion 
Spent Yearly 
By Colleges 


Washington, D. C., Jan. 15.—Amer- 
ican colleges and universities are 
now spending more than $500,000,000 
a year, the United States Office of 
Education announced following the 
first complete survey of the field 
made, covering 1930. 

Publicly controlled institutions of 
the college grade spent $225,816,040 
compared with $337,731,030 by pri- 
vately controlled ones. For higher 
education, a grand total of $563,547,- 
070 was expended in 1930. 

The outlay is divided into eight or 
nine groups with the highest single 
item covering cost of instruction. 
This amounted to $191,066,825. For 
organized research the public insti- 
tutions spent over $13,500,000 and 
the private institutions nearly 
$4,500,000. 

A total of $93,674,726 was spent 
for new buildings and grounds, over 
$27,100,000 by the public and over 
$66,500,000 by the private institu- 
tions. These colleges at the same 
time bought new equipment to the 
amount of approximately $16,000,000. 
A total of $46,000,000 was spent on 
the physical operation and main- 
tenance of the physical plants. 

The smallest single item set aside 
by the colleges was for libraries. Of 
the entire amount spent by them, 
only $9,600,000 went for libraries. 
For this the public ones spent 
$3,200,000 and the private ones 
$6,300,000. 


new floor and furniture wax, Cello- 
Wax, is said to contain the same 
ingredients as cellophane. 


Copywriters will say of Cello-Wax, 
“As new as television, as modern as 
radio, as easily applied as water.” 

To present the advantages of its 
new Koric process, Old English Wax, 
the A. S. Boyle Co., Cincinnati, O., 
will use black and white magazine 
pages suggesting tests such as gal- 
loping a horse across the parlor 
floor and making a house pet of a 
hippotamus. 

Manning-Bowman, Meriden, Conn., 
introduced new models of electric 
table appliances and a new product, 
an electric, fully automatic French 
drip coffee machine. 

Failing in an effort to promote a 
co-operative home washing machine 
campaign, the Syracuse Washing Ma- 
chine Corp., Syracuse, N. Y., which 
has traded leadership back and forth 
with Maytag for 20 years, will di- 
vide its space evenly between pro: 
industry and Easy copy. The basis 
of the co-operative angle is the econ- 
omy and sanitation of washing at 
home with an electric machine. 


Want Two-Washer Family 


The Enpecco Appliance Corp., Chi- 
cago, maker of one of the smallest 
electric washers, will tell consumers 
the one-washer home is as out of 
date as the one-car family. 

The Electro-Bar is the tentative 
name of a new product of the Gib- 
son Refrigerator Company, Green- 
ville, Mich. It is a small, black por- 
celain refrigerator with chromium 
trimmings, mounted on large rubber 
tired castors. The ice cube capacity 
is tremendous. 

This model can serve as a general 
purpose refrigerator in small apart- 
ments between appearances in con- 
vivial drawing rooms. Removing 
some of the ice trays adds to the 
storage capacity, and the castors 
make the trip to and from the 
kitchenette a simple matter. 

Carmen Thomson, Chicago, in 
charge of the advertising, plans an 
introductory series of textless adver- 
tisements for The New Yorker and 
The Chicagoan, to excite curiosity 
and stimulate imagination. 

Copy will show several pieces of 
comfortable furniture, including an 
end table decorated with a bottle of 
ginger ale and two glasses, grouped 
around the Electro-Bar. Each will 
be outlined against a white back- 
ground. 

Word content will be limited to a 
terse headline and the signature, the 


idea being that if the illustration 
does its work properly, the reader 
will imagine his own copy. 

Typical of several sales hook-ups 
was the Carbcraft ensemble set of 
a launderless table cloth and 40 
paper napkins to match, the two 
items being made by different manu- 
facturers who have coordinated their 
designs. After buying the unit, con- 
sumers can purchase additional 
packets of the napkins. 

A show daily was published by 
House Furnishing Review, New 
York. 


Direct Sellers Form 
Controlling Bureau 


The Honesty in Selling Bureau has 
been formed in Chicago by Specialty 
Salesman Magazine to encourage 
better merchandising in the direct 
selling field. 

H. J. Bligh, publisher of the maga- 
zine, is chairman of the Bureau’s 
advisory board, and Harry E. Caylor, 
former division manager of the 
United Press, Chicago, is director. 


Mears Forms Agency 


Mortimer W. Mears, Inc., is a new 
general agency in the St. Louis Mart 
Bldg., St. Louis. Mr. Mears, presi- 
dent, and William Johnson, secre- 
tary, were with the Chappelow Ad- 
vertising Co. Arthur M. Day is 
treasurer. 


Ryder’s New Work 


Melvin Ryder has terminated a 
three-year association with Amos 
Parrish & Co., New York, tec become 
vice-president of MacBride, Ullman 
& Ryder, Inc., retail counsel, New 
York. 


Rosenwald Heads Board 


Lessing J. Rosenwald has suc- 
ceeded his father, the late Julius 
Rosenwald, as chairman of the board 
of Sears, Roebuck & Co., Chicago. 
The office of vice-chairman, held by 
the son, has been abolished. 


Made Representatives 


Inland Newspaper Representatives 
have been appointed by the Eufaula 
(Ala.) Tribune. 


State Bars Colored Gas 


The sale of all colored gasoline, 
except ethyl, has been banned in 


Nebraska by proclamation. 


Cheese Sales Mount 


The per capita consumption of 
cheese has increased from 12 pounds 
in 1921 to 19 pounds in 1931. 


as i Sethe, Ya } ete : Se See r eee? hone oe i PEA. ee EE ths IG yey a eS gee: 6 SS oe: ee eae ae ese ate cise i ra ctetid t 
em : a £ y he 4 Bc Te a . a ies ei bs ‘ Re +7 Y s i a aa BAe Egy ee Pe, Et Be a 
eS Se Ate > . : : ’ Hes gress, 8) ocablaee a3 Me ee Ree ne a bea atte oe mak oes = #op Paks fala i hes Mee BRO tec 
ene aie! ne 4 : : Pr Wer re SNA dT Tea tn Cae NERA watt o Dsus) 3 Serre ae tens: aie me bs pees 
See . pr ERIN e 4 eo af Bape wan neice et acne mits 2 f se ft Sag 1 he f ot ees is 
1. shee j ice 5 ys SS as i ph ee ube BRR Pea ES ae i AS aaa 7 he, senate sa 5 ade fe nO NS : ee 
Mees nes I eedeek « - - : gk < oe Popes PY eldataie area, Z Pad ey xin. Me SES fee SRS eg are ioe! oe ee pol aed 
oooh ian Pe Te es ae en oj oteee Se LPS te Ne eS ek hae ®t | ia Pa ; + irate rs oe Sat Nog 4 : : ass, Ra ee 5 . aie 5 
oF i tie 13 NT ee ee ee ee as Ts pe nee te Bet ak ee eee fete ee eee as 
ean eee ae ad eae ae ee i Tes oat Rock | rue » : (ok: Scales Maye alae : fy lee, ea et oe enn ae pee ; Ae x pe ue os ee 
he a ae «ita ga mae. ee ee ee ae Bee ee they ea agra ipa eee ae Lc ee ee i ese done. ys we ABC, z a ae Ss 
in, : 
22) a: oe oe 
Fac ial Fa ge 
ie coe aS 7 
iN Fear eas eee renee eee nee eee —————E 
tae aes 
aig La aa 
‘ He tt Fo 
i” ~~. - 
ees ag 
= ; ns ‘Se e ; Bi 
’ 4 “en ba 2h 
: 3 r ° 
i M es se : y sf 7 
, a Reus Sf Roe vial . ee g 
- : " tae oon ; ie 
soe = a ~ ma : eae ee : aaa 
Se. : ss eae ae eee é ay ‘ i 
Ee " pee ‘ ae 
ai, |  , : oo ee ’ some TES sae 
sae ; : 2 * res %: 1!” HE as Ree 
co ee ox . : ae rts a Bees: 
or sae - z a * F ? as = e 4 } Ps ae ee e 4 
ae _ : Je? f 2s Fe j a P 2a ae 2. a5 
ai , : } ; i ae i , +3 
ee i. <So ae “ j ope eee eS 
in . ., 7 ’ ; . e S42. om s us 
“F¥s ti f , oie s ‘ oe ee 
' 7 a + 2 J See ae ro BP 
| ae ae ee caaiharts. 
5: vad . ‘ Ne te ame 1 a am Sa! pi ay 
= , ame . f. ; i at ae ‘- ae oer. 
| AY ri Cae ee a 
A é stiiogs AR 4 : oe & AO i te, 
‘s ze ea sega ig a 3 "> ‘ Pe ee be Ba ee eed Se eae hr 
- oe WE et | a. Pe 
i geen tt ie Fs Pe y Seas 5 ern A 
: - Boe mG - f} naa beer 8 gi oa mene. i Sana 
to eae . Ree sf : hon 4 eee | ae ks Rete wide 
= ee : aes : : Een . abe ees ‘sie 51). Vane Me: aa tee 
a a ¢ ; a, ae ee ee eee 
: Pee ee oa z f P, Bee. ee By espe foe MPR 2) ape 
pid a Pagan ‘a ¢ 5 oe eee sh Ds eared pe et adh OE isi, 
: ae, 3 Z : ~ ‘ = OS SS a en 7 ae 
3 = —— i, a Ms Has er en ee 
ae genes =a a “us a : 4 oe eri AG NSE, 9h, aan 
yi tees . " = st ; as, ‘ aa 
tigi i Sey Rettiecian® re 8g amy 
4 Semel _ S . 2 = : eT Se a i a , a ae Seal 
ee ay =F = + : ; : : <— ES tae ne 3 
a en ers ; = SS 2 es x 
4S i . % ‘ = Sy wo Wee ©, oS, 3 2 a 
= are - — = i i Le ae f “ a 
ss s 3 — eC ‘ . FS se 2 oS aan 
; — a - = ae ie: oS 2 oe 
rake >= . a § ; = =. > . oo a 
. ~~ ea oo. ote ee 
* ee BS a % mS . : % . s a : Se 
aie =e ; . : E i : wor Ro an 
: i. ae = = F a SS . : q 
ne seg : 2 : = ry ‘ S — eS ‘ si 
: - = eo se = “S : < MSs = RR ¢ oe = ee 
a Rei — = 5, : RS 3 oS = be pot #2, ¥ 2 
oe ; ; — Sa = % = = : , prs ae: 
— —S to ee ae — eo a urs P+. Sher ae 
SS Pee Se. Se = : “= ae “ag ES Ee 
a - i re ae a = x ; a . Ss ¢ = S. 
————_—_— ESE a — . oa hg Py ee >: = > = . oe ie $ RS a 3 r= es 
—  . 9° 2) ae a: eS = ne eo aa 
RE CR na NRE REE eT RT TH RINT & = <S Sa ae . 4 = = Se = ‘ oo = ps é oa. < 
oe SE» A meneame er ————————eeEeEeEeEEeEeEeEeEeEeEeEeEeEeEee 
- | 
= wore 
imi 
by ae ak 
| } | 
ae | 
need | 
oO SS. 
T_T ______________Z 
| 
: Z : Pe 
See 
i = i aioe nes 
eee ae 
ke eee Hie 
Prreee eet aty 5 
Bea othe ak? ay oe 
nic oe 
sf eae ee 
Swine rieate es 
rd raat ae | 
pt tie | 
ee eo a 
; ee _ 
cae 
e 
| 
ee 
Xx, 
Ut hg 7 
(/ 6, 4) é 
—_—+— C44 
ee 
e 
. : a2 ei . an € r" x alae 4 . + by Ys i - y ey ie ap ys wes pe ss Ls - - 7 inf < 4 eS ee ss 
ao Se ; Ib ee Aas Seed bates gha': mili” on See ee oO PS er eae Lee est f big cy, of EDs eters ae ee rare woe ? eer 8 os) - : ees 1, a er) Sve 
Pris nee ; PE Se ELS Rh Sirs ee ee ke ee Eat aha ser 6 ho ae OO She ue bt sek eae ie ndiaphat so - Fid ae es el See athe ne 0s cel 
Fes va Be oH oF es ; ee 4a ay ot a Des Sk eer Ber ee eee eS ae patent 4 Bae tea he, oe aE eM sear cle ao 7 anh 
See Oe Be oie a it Sie le Pease SS ops ees se, ory aa BRS ce: ot ate Tek = eo ae teen Ma Pree Re Bg kinked oho ae Paes 
OS J icar, eee ce y ES eee Ch tre + Se pee eS See See a Sots Site 5 ate ES Pas OS Sr eS ee ee ts, Sees Pes PS Pit MRE © cK oe 
oe lea iced = ee Te as ee rie et iro ok 
as So es Sp oe a an eR ae dak E! red: Sie par ake So eee AG mel pipet ear eke = amit 4 oe as Reena wrt i« 
+ nie eee Ga. gk eatetecae. ae tee i ee eee or, Lyn it OR ats AC MEE SE — Ory Weer en ice: am * prepiete es 2 
\ gS es eS eee oS ee Be Pare ee Bs ye ae OR ae Bg Xe > eee x, nik EBT ee ee ieee & Pe ta a ae eee = al 
: bce? RR, hf eames OS as ees “Soe ee 2 ee “eee oa rey Bee 2 ee Aen 2 eaten 2 aa 
get GI Sag rae ie mie. p oa Wes ihe ee CARE PO Cea fae aieragoa = ehcy <a SoM S. 5- SeNee S etere tt e etee Dae eae y: Ed ety ea Po Gea Sig ne ay eet Oe een NE hea! eas oy NNR en re i are 


abe 
ae ms 
a ke 


ARE aS Os 


January 16, 1932 


ADVERTISING AGE 


*& Where ‘‘direct- 
mail” may be used 
effectively as a 
Selling instru- 
ment, we recom- 
mend it... and 
insist on its most 
efficient prepara- 
tion. This is part 
of cur job. 


Appiiep INTELLIGENCE in 


The point is that Union Carbide has acknowledged 
publicly that the cost of preparing trade, industrial 
and professional advertising exceeds the 15% com- 
mission on the cost of the space! 


The very existence of the 15% agency commission 
system is merely an indication that some com- 
pensation is due advertising agencies for services 
rendered. 


The Union Carbide bombshell was timely. Someone 
had to explode it. But in the confusion that resulted 
from the explosion, the advertising fraternity seems 
to have missed completely one important point; 


... And that is, that the preparation of SPECIFIC 
Audience advertising costs more than 15%! 


Union Carbide has exposed the obvious inade- 
quacies of fixed commissions on small space-costs, 
for reaching trade, industrial and professional 
markets. 


But this great company is fortunate in being able to 
organize and afford an advertising department large 
enough and good enough to render it distinguished 
service. 


What of those advertisers who cannot afford to fol- 
low in the giant’s footsteps? 


These are the advertisers who form the concen- 
trated market of the business press . . . the adver- 
tisers who invest $50,000 or less in their annual 
advertising programs. And these are the advertisers 
who are really dependent upon the business press 
for means of expression to their SPECIFIC 
Audiences. 


In general advertising parlance, these accounts are 
called “Small”! 


We see in the Union Carbide mélée, not so much a 
blackjack for rate differential, as a plea for a net 


rnold Fifteen East Fortieth. New York, UY. 


ADVERTISING & SELLING of January 6th says, 
“It (Union Carbide) has agreed begin- 
ning January 1, 1932, to pay direct for all 
advertising committed by Union Carbide 
Company for its seven clients, and in turn 
collect for such expenditures, plus an 
overhead charge always exceeding com- 
missions allowed it as an agency... .” 


NION CARBIDE 


PROVES our ease against the 15% commission plan 


advertising rate . . . so that ultimately brain hire 
and advertising competence can be paid for in 
direct proportion to the value of services rendered 
. .- FOR EFFECTIVE SPACE FILLING . . . NOT 
FOR BIG SPACE BILLING. 


The cost of advertising space has never yet proved 
the value of the advertising that filled that space. 


The 15% commission system penalizes the small 
advertiser. He cannot hope for “something for 
nothing”’. Yet it’s the small advertiser who, most 
of all, needs adequate service. It’s the small adver- 
tiser who holds the promise of the future great- 
growth of advertising. 


And it is the SMALL advertiser we are best equipped 
to counsel and serve.* 


The greatest asset of any manufacturer today, is the 
goodwill and cooperation he can secure from his 
SPECIFIC Audience. Properly appealed to, these 
Audiences are gold mines of potential sales—but it 
is important to remember that they demand and 
deserve specialized advertising talent. 


Forget pretty pictures, mass circulation, visual 
centres, cumulative responses, institutional atmos- 
phere and the rest of the general advertising pres- 
entation! 


Think of profits in terms of SPECIFIC Audiences... 


To those who request it, we shall send by mail our 
brief on SPECIFIC Audiences. It presents a point 
of view that will stimulate. It’s a self-starter for 
thinking of advertising definitely . . . in terms of: 
Who, What, Why, When and HOW MUCH! It 
counsels... 


‘Don’t Be just another VOICE in the Market Place.” 


AShland 4-0073 
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January 16, 1932 


Milwaukee Agency 


Holds Convention 


One hundred executives of the 
Cramer - Krasselt Co., Milwaukee, 
gathered at the home office for a one- 
day convention last week. Among 
those who spoke were F. G. Cramer, 
H. T. Dyson, William Krasselt, G. E. 
Stedman, Lee Tracy, Charles. T. 
McElroy, M. E. Moon, C. F. Lum and 
C. M. Daniell. 

Branch managers attending in- 
cluded A. W. Jones, New York; L. D. 
Hanson, Indianapolis; C. H. Brehn, 
Detroit; F. Y. Parsons, Philadelphia. 
and J. G. Downtain, Los Angeles. 


Represents New Daily 


Theis & Simpson Company has 
been appointed national representa- 
tive by the Lexington (Mo.) News. 
which has changed from a weekly to 
a daily. 


Newspaper Board Meeting 


The mid-winter board meeting of 
the Southern Newspaper Publishers’ 
Association will be held at the Bilt- 
more Hotel, Atlanta, Ga., Jan. 24-5. 


LITHOGRAPHERS 


Specializing 
ie WIN GOW and 


store display 
adverfising 


EINSON 
FREEMAN 
CO.,INC. 


NEW YORK, N. Y. 
Starr & Borden Aves. 
Long Island City 


BOSTON, MASS. 
302 Park Square Bldg. 
CHICAGO, ILL. 
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BUSY DAY 


The Philadelphia publishers use 

this sign to warn “crepe hangers 

and depression propagandists" to 
keep out. 


Name Dowd & Ostreicher 


Dowd & Ostreicher, Boston, have 
been appointed by the bridge table 
cover division of the Atlantic Prod- 
ucts Co., Trenton, N. J. Magazines 
and trade papers will be used. 

Newspapers will be used for an- 
other new account, the Minard Co., 
Framingham, Mass., liniment and 
drug products. 


Picked for Insurance 


Cole’s, Inc., Des Moines, Ia., has 
been appointed by the Inter-State 
Business Men’s Accident Insurance 
Co. Newspapers, business papers and 
direct mail will be used. 


To Service Tanlac 
The Procter & Collier Co., Cin- 
cinnati, has been appointed by Inter- 


national Proprietaries, Inc., Dayton, 
O., Tanlac. 


Mitchell Is Promoted 


S. G. Mitchell has been advanced 
to advertising manager by the Fed- 
eral Motor Truck Co., Detroit. 


Wrigley Building 


$laYear. 


ADVERTISING AGE, 
537 S. Dearborn St., 
Chicago. 


10 Minutes a Week 


If life is a constant race against dead- 
lines, that’s all you need spend to keep in 
touch with major developments in the adver- 
tising field. You can skim the headlines in 
| Advertising Age in that time. 


Advertising Age is edited for advertis- 
ing men to whom time is important. 


No opinions, no frills, no oratory. Just 
facts, simply and briefly told. 


USE THE COUPON 


You may enter my subscription for one year. 
$1 (check, currency, or money order). 


. 52 Issues 
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SELECT THEME 
FOR MEETING 
IN VANCOUVER 


Portland, Ore., Jan. 15.—‘‘Prepar- 
ing for Sustained Prosperity” will be 
the theme of the 29th annual con- 
vention of the Pacific Advertising 
Clubs Association in Vancouver, B. 
C., July 5-9. 

Detailed plans for its first conven- 
tion in a Canadian city were per- 
fected at the mid-winter conference 
last week. 

An advertising club is being or- 

ganized in Victoria, B. C., and will 
apply for membership in the P. A. 
C. A. ; 
Roy A. Hunter, manager of the 
Street Railway Advertising Com- 
pany, of Vancouver, and president 
of the P. A. C. A., said convention 
headquarters will be established at 
the Vancouver, Georgian, and Gros- 
venor hotels. He announced that “in 
keeping with the times,” the office of 
vice-president-at-large, which has al- 
ways been filled by a wgman, has 
been abolished, and hereaftér all offi- 
ces will be open to women. 

Topics for the three-minute speak- 
ing contests will be “New Jobs for 
Advertising,” “How Advertising Un- 
locks the Dollar,” and “What Does 
Truth in Advertising Mean to the 
Public Today?” 


Prepare for Meeting 


Rollin C. Ayers, of the Zellerbach 
Paper Co., San Francisco, is han- 
dling the three-minute speaking con- 
test. 

Raymond P. Kelly, of Spokane, 
past president of the association, is 
in charge of speakers. Charles C. 
Collier, Recorder Printing & Pub- 
lishing Co., San Francisco, is in 
charge of departmentals, and Roy 
Frothingham, National Broadcasting 
Company, San Francisco, radio. 

The general chairman of the con- 
vention is James Lightbody, past 
president of the Vancouver Club. 
Roy Hunter will be official host. 

The 30 delegates to the mid-win- 
ter conference also discussed plans 
for Advertising Achievement Week, 
set tentatively for May 4-9, 1932. The 
best advertising will be collected by 
the various clubs for display at the 
Vancouver convention, after having 
been judged in each district. 

Visiting advertising men were en- 
tertained at the annual jamboree and 
formal dinner by the Portland club 
at the Benson Hotel. Merriman 
Holtz, local president, presided, and 
Charles F. Berg and Ted Gamble 
were joint-toastmasters. Six profes- 
sional vaudeville acts and other spe- 
cial features were offered. 


Three Egans Form 
Advertising Agency 

James W. Egan, former vice-presi- 
dent of the McJunkin Advertising 
Co., Chicago, has established James 
W. Egan & Co. at 228 North LaSalle 
Street. The other two members are 
his sons, James W., Jr., and Joseph 
F.. Egan. 

Mr. Egan’s newest book on adver- 
tising, “Inviting New Business,” was 
published this month, and he is the 
originator of a copyrighted plan for 
promoting retail advertising in daily 
newspapers. 

Another son, Robert R. Egan, is 
local advertising manager of the 
daily edition of the Chicago Herald 
and Examiner, and Ruth Egan, a 
daughter, is advertising manager of 
Saks-Fifth Avenue, Chicago. 


Wheeler and Wilson 
Take Up New Duties 


Franklin C. Wheeler, formerly 
manager of the automobile advertis- 
ing department of the Chicago Even- 
ing American, has become advertis- 
ing director of the Washington (D. 
C.) Herald. 

He is succeeded by Herbert D. 
Wilson, who will also serve as auto- 
mobile editor of the Chicago Ameri- 
can and manager of the Chicago 
automobile department for the Rod- 
ney E. Boone Organization. 


IRON MAN 


John H. Van Deventer, prominent 

New York business paper pub- 

lisher, who has succeeded William 

W. Macon as editor of Iron Age. 

Mr. Macon becomes consulting 
editor. 


FRANKLIN AND 


LIGHTNING ROD 
USED AS MORAL 


Chicago, Jan. 14—‘Benjamin 
Franklin was the first manufacturer 
of an advertised product—the light- 
ning rod,” said Charles L. Low, sales 
counselor, in addressing the Chicago 
Advertising Council today. “He used 
publicity to arouse interest in the 
idea, and sent out salesmen to close 
the deals.” 

Benjamin Bills, representing thé 
Benjamin Franklin Society, told the 
Council that Franklin was an adver- 
tising man who saw the value of 
presenting advertising as news, and 
who used publicity as an advance 
guard of the salesman, whether the 
product was merchandise or a po- 
litical idea. 

The Franklin feature was intro- 
duced in view of the fact that Janu- 
ary 17 is the anniversary of his birth. 

The main topic of Mr. Low’s ad- 
dress was the importance of goods 
display. He contended it is more 
important than either advertising or 
salesmanship, and the reason chain 
and department stores are running 
away with business is because they 
have learned how to show goods ef- 
fectively. Five-and-ten-cent stores, he 
pointed out, make enormous sales 
with little salesmanship, because of 
their methods of display. 

“Many manufacturers,’ he said, 
“regard design, price and quality as 


selling forces, whereas they are 
merely sales factors. The three 
ferces in selling are advertising, 


goods display and salesmanship—and 
salesmanship is always stimulated by 
good advertising and good display.” 


Philadelphia Observance 


Philadelphia, Pa., Jan. 15—Though 
Franklin might have been somewhat 
shocked at the $10 per plate assess- 
ment for the 27th annual dinner of 
the Poor Richard Club, he would 
have relented as he saw the cele- 
brants lug away gifts valued at 
$25,000. 

He would also have smiled at two 
skits revolving around the foibles of 
advertising at the speechless dinner. 
The National Broadcasting Company 
and others contributed to the revelry 
with talent. 


Pittsburgh’s Club 


Gives Free Party 


The Pittsburgh Advertising Cluh 
gave a “depression” party Jan. 16, 
elaborate prizes being given for golf 
and card competitions. 

The committee in charge of the 
free party comprised E. M. Marks, 
chairman; Leo Isaacs, D. J. Coullie, 
Edwin H. Stuart, Benj. I. Davis, Jr., 
and Rutherford Hubbard. 


Classified 
Advertising 


The rate for this department is 
40 cents a line; minimum, $2. 


OFFICE AT SACRIFICE 

SUBLEASE—Suite of 681 feet, 
Palmolive Bldg., Chicago. Remark- 
able combination of beauty and util- 
ity. Specially built walnut cabinets; 
commands view of lake and North 
Shore. Possession now or May 1. 
The price is only $175. Box 117, 
ADVERTISING AGE, Chicago. 


MR. PUBLISHER—I can give per- 
sistent, constructive representation in 
Chicago; 12 years experience selling 
newspapers and trade papers. Uni- 
versity education, established office. 
I know merchandising. Can keep 
good will and sell volume. Commis- 
sion basis. Address Box 118, Adver- 
tising Age. 


Plan Outdoor Meet 


The Outdoor Advertising Associa- 
tion of Pennsylvania will hold its 
annual meeting January 25-26 at 
Altoona. A “strictly business” meet- 
ing, featured by open discussion of 
inter-industry problems, is planned. 


Burnett Is Advanced 


Verne E. Burnett, assistant to the 
executive vice-president, General 
Foods Corp., New York, has been 
elected a _ vice-president. He was 
formerly secretary of the General 
Motors Advertising Committee, De- 
troit. 


Time-F ortune Moves 


Time-Fortune, Inc., has moved its 
general offices to the Chrysler Build- 
ing, New York. 


Yours 
for the Asking! 


We are prepared to furnish complete 
merchandising information also rates, 
etc., to advertisers (and their agencies) 
interested in 

Men’s and Co-ed Daily and 

Weekly College Papers 

Humorous College Magazines 

Women’s College Papers 

Normal School Papers 

Alumni Publications 

High School Papers 

Boys’ Prep School Papers 

Girls’ Prep School Papers 
and many other miscellaneous papers 
covering special branches of the student 
market such as theological, legal, com- 
merce, etc. 


Ask us anything you 
te know about 


want 
the Student Mediums. 


Established 1913 


Collegiate Special Adv. Agency, Inc. 


York 


New Yo Chicago 
18 E. 41et Street 612 N. Michigan’ Ave. 


Distribution of 


STYLE 
MERCHANDISE 


is dominated by the retailer. If 
you can prove to him that your 
prices, policies and styles are 
right he will re-sell your goods 
to the public without cost to you. 
If you can not prove this to the 
retailer, the chances are your 
goods can not be sold at a profit 
by any means, 


Fairchild Publications 


8 East 13th Street, New York, N. Y. 
418 S. Market Street, Chicago, Ill. 
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ADVERTISING AGB 


Women in 
Advertising 


Beatrice Woerner 


San Francisco, Cal., Jan. 15.— 
Mrs. Beatrice Woerner does not let a 
little thing like being advertising 
manager of the White House, one of 
the largest San Francisco depart- 
ment stores, prevent her from shar- 
ing in the activities of organized ad- 
vertising. 

Mrs. Woerner is secretary of the 
San Francisco Advertising Club, and 
has been an active participant in the 
campaign sponsored by that organi- 
zation. She recently told listeners 
over an N. B. C. network what ad- 
vertising does to make their lives 


happier. 

Mrs. Woerner has a charming 
home in Burlingame, a_ suburb 
“down the Peninsula” from San 


Francisco, whence she daily com- 
mutes to the city. Having omitted 
to raise any children of her own, she 
adopted a nephew and is looking for- 
ward to sending him through Stan- 
ford University. 

She is an ardent golfer and with 
her husband is a member of several 
clubs. 

Mrs. Woerner is a close reader of 
trade papers. An examination of her 
desk also revealed a copy of Rowell’s 
“Forty-five Years in Advertising,” a 
copy of Game and Gossip and a high 
school annual. 


Confine Publicity to 
Exclusive Advertisers 


The Denver Post has discontinued 
free publicity for theaters unless 
they advertise exclusively in the 
Post. 

The Post formerly had a penalty 
rate, graduated upward to 100 per 
cent extra, depending on the amount 
of space carried in an opposition 
paper. 


Five Select Wierengo 


Terrell Equipment Co., Metal Office 
Furniture Co., and Grand Rapids 
Store Equipment Corp., all of Grand 
Rapids, have placed their advertis- 
ing with John L. Wierengo & Staff, 
Grand Rapids. The same agency was 
appointed by Wheeler-Schebler Car- 
buretor Co., Flint, Mich., and Meas- 
uregraph Co., St. Louis. 


Allen Club Chairman 


Charles H. Allen, Mississippi Ad- 
vertising Agency, has been elected 
chairman of the Jackson Advertising 
Club. George Godwin is vice-chair- 
man, and Mrs. Ligon Smith Forbes, 
secretary-treasurer. 


Agency for Vine-Glo 
Vine-Glo Corporation of New York 
has placed its advertising with Cal- 
kins & Holden, New York. The same 
agency has been appointed by the 
Soyex Co. and the Decorated Metal 
Mfg. Co. 


Gift for Cole 


Victor C. Cole, who resigned as a 
vice-president of the Advertising 
Club of Oakland, Cal., to move to 
Los Angeles, received a silver cigar- 
ette case with the club’s good wishes. 


Radio Dealer 
Is Called Best 
for Auto- Radio 


New York, Jan. 15.—All the bugs 
have been removed from automobile 
radio and its manufacturers expect 
a big year, according to Radio Re- 
tailing. The only question is whether 
radio dealers or car dealers are go- 
ing to do the bulk of the selling. 

Radio Retailing quoted one expert 
as follows on this score: 

“At present radio dealers are our 
best accounts, despite the fact that 
they must laboriously ferret out 
prospects. We offered Transitone 
last January to 140 stores, of which 
104 were primarily radio and 36 
automotive. Today we have 35 who 
may be classified as active, having 
repeatedly reordered—and 28 are 
radio outlets. The others are tire 
stores, speedometer and_ shock-ab- 
sorber specialists, with one battery 
service shop. 

“Car dealers, theoretically, are 
ideally equipped to sell auto-radio and 
many eventually develop into im- 
portant outlets. They are not yet 
factors in this district, however. As 
I see it, their salesmen are too busy 
scratching for automobile business to 
bother much with any accessory right 
now. Many showroom managers dis- 
courage the installation of radios in 
demonstrators as they feel that pros- 
pects become interested in the per- 
formance of Bing Crosby rather than 
that of the car. 

“Our few active automotive ac- 
counts are those experienced in spe- 
cialty selling. Auto-radio in my esti- 
mation, is a specialty and as such is 
best handled by specialty houses ac- 
customed to selling by intensive 
methods. It is not an accessory to 
be sold over the counter and this 
may account for the failure of most 
general accessory stores to do a job 
at this early date. What auto-radio 
needs most at this instant is more 
dealers to push it as a major ac- 
tivity.” 


Agency Changes Name 
As F. J. Hawen Returns 


Hurja, Chase & Hooker Advertis- 
ing Agency, Chicago, has returned to 
its old name, Hurja-Johnson-Huwen, 
Inc., following the return of F. J. 
Huwen, vice-president, who has been 
engaged in sales management in the 
oil burner field. 

A. O. Hurja, the other founder, is 
still active. 


Heer Quits League 

Leo J. Heer has resigned as man- 
aging director of the Louisville Con- 
vention & Publicity League, effective 
Feb. 1. He will manage the James- 
town (N. Y.) Furniture Market As- 
sociation and direct convention ac- 
tivities for the Hotel Jamestown and 
Hotel Samuels. 


News Photographers 


Consolidate in East 


The Keystone View Co., New York, 
has secured the Underwood & Under- 
wood news photographic business in 
a merger. 

Keystone-Underwood Photo News 
Company will be headed by H. W. 
Sierichs. 


Flaherty Transferred 


Robert H. Flaherty has been trans- 
ferred to the Cleveland office of the 
D’Arcy Advertising Co., being suc- 
ceeded as Atlanta manager by J. 
Hixon Kinsella. 


Chappelow Moves 


Chappelow Advertising Co., St. 
Louis, has taken quarters in the new 
Continental Life building. 


Offer Free Broadcast 


All lost advertisements in the 
classified columns of the New Orleans 
Daily States are being broadcast free 
daily over WWL, under a new 
arrangement. 


Represented by Pearson 

Chicago Journal of Commerce has 
appointed Gifford M. Pearson East- 
ern representative at 37 Wall St., 
New York. 


R. H. MACY GETS 
REACTIONS OF 
20,000 WOMEN 


(Continued from Page 1) 
The answers explained many things 
that are bothering mere males. 

Asked whether they thought prices 
had come down in 1931, 90 percent an- 
swered yes; a full 10 percent answered 
no. As to whether the reductions had 
been made in the better class or 
lower class of merchandise, 60 per- 
cent said both divisions are cheaper, 
23 percent said the lower class was 
reduced, 11 percent the better class, 
and 3 percent neither. 

Fifty-four percent said better val- 
ues are offered when goods are ad- 
vertised; 36 percent held the oppo- 
site opinion. As to whether regular 
prices have been reduced when it is 
so stated in an advertisement, 55 per- 
cent answered yes, 16 percent no. 

One of the surprising bits of in- 
formation obtained was as to who 
does the dishes after supper. Forty 
percent of the wives said their hus- 
bands officiate at this chore. 

The question then was put of what 
the shopper intended to buy during 
January. The callers were told that 
21 percent will purchase hosiery, 20 
percent women’s dresses, 20 percent 
sheets, 14 percent towels, 13 percent 
underwear, 12 per cent gloves, 12 
percent table linens, 1 percent 
planned to buy fountain pens. 

Apparently color has lost caste as 
far as table linen is concerned. Four 
favored chaste white damask table 
linen to one preferring the next most 
popular covering. 

In the bed linen division, double 
sheets were favored by 60 percent of 
those interviewed, single sheets by 
46 percent. The housewives asked 
that six or seven inches of sheet be 
left over at the bottom for tucking 
in. Sheets 90 and 94 inches long 
used to do, but now women want 108 
inches. 

One-fourth of the women will buy 
winter coats in January. Two out of 
three husbands will invest in winter 
overcoats, only one in eight having 
already supplied himself. Of the 
women, ten voted for coats with fur 
trim to four preferring all cloth . 


Furniture Situation 


Women were asked what furniture 
they would buy if they were able. An 
even 50 percent would refurnish the 
living room, 3714 percent would do 
the bedroom over, and only 12%, per- 
cent had a dining room which they 
cared enough about to refurnish. 
Occasional pieces outpulled complete 
sets for the living room eight to one, 
while oriental rugs ran a tie with 
domestics. Only a third of the women 
said they liked scatter rugs. 

Hand-made underwear selling for 
$2 was the fairly general choice. 
Crepe underwear was overwhelm- 
ingly the favorite, with four men- 
tions to every one of satin, the next 
choice. The preference was three to 
one for cloth cut on the bias. Eight 
to one want dull hose in preference 
to shiny, and they are ready to pay 
$1 a pair. — 

Assuming they had $10 to spend 
on hats, half of the women would buy 
one hat at $10, and half would buy 
two hats at $5 each. Given $10 for 
shoes, three-fourths would buy one 
pair at $10, only one-fourth would 
try to stretch the money and buy two 
pairs at $5 each. 


Carolina Service Moves 


Carolina Advertising Service, 
Charleston, S. Car., has moved from 
the Enterprise building to a modern 
plant at 6 S. State St., where win- 
dow display, sign painting, neon and 
commercial bulletin departments 
have been consolidated. 


Higgs Joins Ehlinger 
Stanley J. Ehlinger, who has oper- 
ated an agency in Tulsa, Okla., for 
ten years, has incorporated Ehlingen 
& Higgs, with James H. Higgs, for- 
merly business manager of KMOX. 


CALLED BIGGEST REPACKAGING JOB 


1932 Salesman 
to Be Adviser 


to Prospects 


Erie, Pa., Jan. 15.—The_ super- 
salesman of a few years ago has, 
if he is wise, assumed the role of 
buying adviser to the _ prospect 
rather than that of sales emissary 
for the producer, Arthur R. MacDon- 
old, of Chicago, told the Erie Adver- 
tising Club. 

As an example, he told of a job- 
ber’s salesman who has made a study 
of store arrangement and placed his 
knowledge at the service of retailers, 
to both his and their profit. 

Discussing business conditions, Mr. 
MacDonald said there was more to 
worry about in the boom days than 
at present. 

“Since the eternal motif is change,” 
he said, “we can look ahead with 
confidence of better days. Sales are 
being made, men hired, materials 
bought and foundations laid for a 
new era of prosperity.” 


Sealright Is Active 


Sealright Co., paper containers, 
milk bottles and caps, plans the larg- 
est campaign in its history through 
Van Sant, Dugdale & Corner, Balti- 
more, who have directed the adver- 
tising for ten years. 


Tailor Retains Ramsay 


Bernard Weatherill, Inc., New 
York, men’s clothing and riding 
habits, has placed its advertising 
with the Robert E. Ramsay Organ- 
ization, New York. Magazines and 
direct mail will be used. 


Daily 95 Years Old 


The Quincy (Mass.) Patriot Ledger 
observed its 95th anniversary Jan. 
7. The paper has been in the Pres- 
cott family for 60 years, now being 
directed by Miss Annie L. Prescott. 


Campaign on Gas Burner 


Summers-Gardner, Inc., Buffalo, 
will use newspapers, trade papers 
and direct mail for the Roberts- 
Gordon Appliance Co., Roberts gas 
burner, a new account. 


New Duties for Smith 


Girard J. Smith has resigned as 
advertising manager of the Robeson- 
Rochester Co., to join Ludlow-Mans- 
field, Inc., direct mail house of 
Rochester. 


Marketing New Product 


Small, Kleppner & Seiffer, Inc., 
New York, has been appointed by the 
Mountainaire Division of the Bur- 
gess Battery Co., New York, market- 
ing a new silencing ventilator. 


Morrell Joins Agency 
Harry Morrell, formerly an ac- 
count executive with Eckford Adver- 
tising Agency, Atlanta, Ga., has 
joined James A. Greene & Co., At- 
lanta. 


Marsh Features Bridge 


Jordan Marsh Co., Boston, has 


capitalized current interest in bridge 
by opening a bridge club, in charge 
young 


of James M. Magner, Jr., 


expert. 


REPACKAGE LINE 
OF 200 ITEMS 


Cincinnati, O., Jan. 15.—The largest 
restyling and repackaging project in 
history is claimed by the Zanol 
Products Co., direct-selling subsidiary 
of the American Products Company. 

The line embraces 200 toilet goods 
items. Thirty carton manufacturers, 
printers, art studios and others par- 
ticipated under the direction of 
Mrs. Ruth Hooper Larison, New 
York consultant. 

Albert Mills, founder and presi- 
dent of the company, explained that 
attractive packages are just as im- 
portant in the direct-selling field as 
elsewhere, quality of product alone 
not being sufficient. 

The 200 items make up five lines, 
one being for men. A family re 
semblance was maintained, though a 
different color was used for each 
line. 

The Faith Avery Introductory case 
of seven items was also developed. It 
sells for $1, representing no profit 
whatever. A consultation department 
was also established. 

The company also sells a line of 
groceries direct to the home and a 
home research department has been 
established to give counsel on cook- 
ing. 

The account is handled by the 
Geyer Company, Dayton. 


Reynolds Appointed 
by Appeal Papers 


Roger M. Reynolds, of New York, 
has been appointed advertising di- 
rector of the Memphis Commercial 
Appeal and Evening Appeal. Maury. 
Weisiger continues in charge of local 
advertising; Moss E. Penn, national 
advertising, and A. C. Bailey, classi- 
fied. 

Mr. Reynolds, a native Georgian, 
has had wide experience in the news- 
paper field. ; 

The Appeal papers have named 
John B. Woodward, Inc., in the na- 
tional field. 


Old Is Tulsa President 


John B. Old, advertising director 
of the Morris Plan Bank, was elected 
president of the Tulsa (Okla.) Ad- 
vertising Club this week. Don Watts 
is vice-president; Carl Hovgarde, 
secretary, and Miss Florence Nichols, 
treasurer. 


Fred Peters Steps Up 


Fred S. Peters has been elected 
vice-president of the Trade Press 
Publishing Corporation, Chicago. He 
will continue as advertising director 
of Rock Products, Concrete Products 
and Barrel & Boz. 


Smyth Heads Branch 


James E. Smyth, formerly with 
Outlook and Independent, has become 
manager of the newly opened New 
York office of Your Garden and 
Home, Cleveland. 


G. E. Reichmann Dead 


George E. Reichmann, 44, secretary 
of the Evansville (Ind.) Courier and 
Journal Publishing Co., died Jan. 7 
of heart trouble. 
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12 ADVERTISING AGE January 16, 1932 
NEW AILMENT—DOMESTIC HANDS COPYWRITERS' IDEA OF HOW BRIDES SHOULD LOOK 


AF 


These oft-photographed models stepped out of advertisements to appear in person last week-end 

at the benefit of the League of American Citizenship, New York. The faces are familiar; here are 

the names: Seated, Elizabeth Russell and Winifred Strickland; standing, Claire Coulter, Betty Marr, 
Louise Sheldon and Peggy Fish. 


HOME OFFICE "MUST BE FRENCH," SAYS JEAN HARLOW 
% E 


Erwin, Wasey & Co., label this illustration for Hinds Honey and 
Almond Cream in women's magazines as “a photographic repre- 
sentation of inferiority complex caused by domestic hands. 


ADVERTISING NEMESIS IN THE FLESH 


The Cabidesk, made for kit- 
chen executives by the Mutsch- 
ler Brothers Co., Nappanee, 
Ind., contains a built-in radio 
and space for magazines, 
phone and records. 


Harvey-Jaediker Service, New York, presents its new messenger 
boy, Kid Deadline, guaranteed to cover 100 yards in ten-flat. 


WHY THE PROOFREADER 
LEFT TOWN 


The endorsement of the platinum blonde will be featured in 1932 
This copy appeared in the first edi- advertising of the White Furniture Co. (Story on page 6). 


tion of a New Orleans newspaper 
this week, but was corrected in later 
issues. 


"HI" HAS THOSE ODD SIZED 
RUGS IN STOCK 


: a The Hightstown (N. Y.) Rug Co. 
THAT OUR PRICES ARE THE LOWEST IN TOWN thinks simplification has been over- 
done. Its now famous character, 


50c eu 
om Hi," tells dealers they can always 
Fader 4 get odd sizes from Hightstown. A 
29¢ weekly stock sheet gives ready-to- 


ship sizes. 
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